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Azaleas Bloom in Mobile This Month 


The photograph shows two pretty Mobile (Alabama) girls 

in a scene along Mobile’s famed Azalea Trail, a 17-mile tour 

of flower-lined city and suburban streets. The picture gives 

some idea of the mammoth size of the azalea bushes and, 

when they are in bloom, the gorgeous vari-tinted petals 

entirely cover the foliage of the bushes, as shown in the 
photograph. 
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Announcing--A New Code of Ethics! 





CODE or ETHICS 


NATIONAL RETAIL CREDIT ASSOCIATION 


National in Name -- International in Scope 


1. To encourage the broadest use of consumer 
credit consistent with sound business principles 
and the welfare of the community. 


2. To protect the interests of credit granters and 
customers alike by obtaining credit reports on 
all applicants for credit, by reporting to the 
credit bureau unsatisfactory credit experiences 
and by declining to sanction unsafe credit risks. 


3. To educate the public in the proper use of credit, 
as a relation of mutual trust, and to the value of 
establishing and maintaining good credit records. 


4. To counsel and protect customers against the 
tragedy of going into debt beyond their ability 
to pay; to safeguard their credit standing by re- 
quiring payments according to agreement. 

5. To cooperate wholeheartedly with other credit 
granters in matters of credit policies and credit 
terms affecting the business welfare of the com- 
munity and the public good. 


Shown One-Half Actual Size 


After years of study, the National Association has port of its message can be absorbed by all credit applicants 
adopted a new Code of Ethics which has a message for and customers. 
consumers and credit granters alike It is supplied on heavy weight white ledger paper, size 


1014 inches by 15 inches, ready for framing. The text is 
printed in black—the emblem is steel-die embossed in dark 
over every credit interviewer’s desk—so that the full im- blue and gold. You have to see it to appreciate its beauty! 


It should be framed and hung in every credit office— 
5 : 


Price, 25c each—S5 for $1. Special prices on large quantities. 
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SEND FOR FREE BOOK 


Here is a new free book which 
tells how retailers in Cincin- 
nati, Detroit and other cities 
have benefited by community 
credit control. It will give you 
a very good idea of what such 
a policy can do for you. 


Brings many benefits 


Credit managers in Cincinnati, 
for instance, found that the 
new policy decreased the ex- 
penses of their stores for inter- 
est tied up in receivables, re- 
duced bookkeeping and col- 
lection costs, and cut bad debt 
losses. 

In Dayton the plan resulted 
in a speeding up of collections 
so that collection percentages 
of the stores within two 
months showed a higher aver 
age than they had ever reached 


before, and there were no ad- 
verse effects on sales volume. 

In Detroit credit sales of the 
stores under the plan have con- 
sistently shown a greater in- 
crease than their total business 
each year since the plan was 


adopted. 


Book tells what to do 


In your city a community 
credit control policy should 
produce equally good results. 
Dr. Phelps’ booklet tells how 
to create the policy and how 
to carry it out. You may ob- 
tain a copy without obliga- 
tion. The book is published by 
Household Finance as a con- 
tribution to better credit 
methods. Why don’t you send 
the coupon for a free copy 
nowe 


See Household’s interesting exhibit ‘Stretching Your Dollar” 
at the New York World’s Fair 


HOUSEHOLD FINANCE 


CORPORATION and Subsidiaries 


Doctor of Family Finances” 


.-. one of America's leading family finance organizations with 240 branches in 153 cities 
SSS eS SSS SSS SSS SS SSS SSS SSS SSS SS See eee eee eS 


Household Finance Corporation 

Dept. CW-2, 919 N. Michigan Avenue, Chicago, Illinois 

Please send me free copy of ‘‘A Community Credit Control Policy."’ 
This request places me under no obligation. 


GN a cdetenedens 


SS SEEPS Fee reer TC rkTeT Tati Sete 


























EDITORIAL COMMENT 


By L. S. CROWDER 








A New and Important Research Service 


O RENDER another service and to as- 
sist our members in improving the ef- 
ficiency of their Credit Sales Depart- 
ments, the Research Division will, starting 
with the 1938 figures, furnish to cooperating 
stores, confidential operating costs of stores 
in the same line of business and doing a com- 
parable volume. The report for the year 
1938 will be released in March and a report 
will be prepared quarterly thereafter cover- 
ing the operations for the previous quarter. 
On the following page appears the Credit 
Department Operating Expense form. Mem- 
ber stores interested in this service are re- 
quested to write for a supply of the form, 
which should be filled out in accordance with 
the suggested breakdown of expenses. 


Even though your accounting records may 
not enable you to give the exact breakdown 
of expenses, do the best you can. Your co- 
operation is necessary to make this service of 
real value. 


Your report of Credit Department ex- 
penses for the fiscal year 1938, whether the 
year closed December 31, 1938 or January 
31, 1939, should be mailed to reach the Na- 
tional Office on or before March 5. 


It will not be necessary to show the name 
of the store or the city in which the store is 
located, but the state must be shown in the 
space provided, to enable the Research Divi- 
sion to list the contributing store in the proper 
district. 

There will be several volume brackets 
(total sales) as follows: 


. Volume up to $300,000 

. $300,000 to $500,000 

. $500,000 to $750,000 

. $750,000 to $1,000,000 

. $1,000,000 to $2,000,000 
. $2,000,000 to $4,000,000 
. $4,000,000 to $7,500,000 
. $7,500,000 to $10,000,000 
. Above $10,000,000. 


WOmnAIA NN FPWH 


It is expected that figures will be received 
from retailers in the following lines: 
. Auto Accessories, Tires, Gas and Oil 
. Coal, Ice and Fuel 
. Department Stores 
. Furniture, Musical Instruments, and Elec- 
trical Appliances 
Groceries and Meat 
Hardware and Building Material 
. Jewelry 
. Men’s Wear 
. Shoes 
10. Specialty Shops. 


> wnd- 


wean anwn 


If there are not a sufficient number of re- 
porting stores in the same line of business, it 
will be necessary to include the figures of 
such stores in the miscellaneous group. 

Figures will be compiled for 1938 as early 
in March as practicable and quarterly there- 
after. Cooperating stores will receive copy of 
the report showing figures of all stores in the 
same line and same volume bracket, arranged 
by the several N. R. C. A. districts. 

While it is realized that the figures of 
stores in the same territory and in the same 
volume classification will be of exceptional in- 
terest to contributing firms, requests have 
been received that figures of stores located 
throughout the United States and Canada be 
included in the report. This service, which 
should prove of inestimable benefit to co- 
operating members, will be furnished to 
members without cost. 

One member, in agreeing to cooperate, 
wrote as follows: “The National Office is to 
be commended for its efforts in gathering in- 
formation of this nature for its members and 
it will be a distinct help to all Credit Man- 
agers.” 

A number of stores in the principal lines of 
retailing were contacted and 98 per cent of 
the replies indicate a keen interest in this new 
service. If you were not contacted by the 
National Office and are interested in this serv- 
ice, please write to Secretary and Research 
Director Arthur H. Hert for further details 
and for the necessary forms and instructions. 


See Credit Department Operating Expense Form on Next Page 
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CONFIDENTIAL | Re a ceeninicninsniitninitiiitsainintesgeczence 





CREDIT DEPARTMENT OPERATING EXPENSE 


Business Classification__..____________ sities ea ew OS Annual Sales $ 
(Such as Dept. Store, Jewelry, Furniture, etc.) 


—Show Dollars Onl y— 





ITEMS Open Credit Installment Combined 





Payroll—Credit Office 
1—Manager, Assistants and Clerical $ $ $ 





2—Collection Personnel 








3—Credit Cashiers 





4—Authorizers 





Payroll—Accounts Receivable 
1—Billing, Bill Adjusters, Clerical 





Supplies 
1—Credit Office and Accounts Receivable 





Communication 
1—Postage 








Professional Services 
1—Collection Expense (Collection Agencies, Legal, etc.) 








Credit Information 
1—Credit Reports, Credit Bureau Dues, etc. 





Other Items 
1—Gross Losses from Bad Debts 














2—Bad Debt Recoveries 








3—Net Losses from Bad Debts* 





4—Losses from Fraudulent Purchases 








5—Traveling (Carfare, Auto, Rail, etc.) 











6—Miscellaneous 





Total Expense 




















*Include net losses only in adding total expense. 


If Open Credit and Installment expenses are not available separately, show in column 3 (combined) 


Total Store Sales for Period $..................... OUTSTANDINGS FOR PERIOD COLLECTIONS FOR PERIOD 

Open Credit Sales for Period $-..-..---_-____-______ CNN I sso vases ecnaenansaiceciatse | en 
Installment Sales for Period $-..-__--______________ EN Pena e neee ee ee 
wee Sheed. Sanh ae Cad CO Bite cece ncresicetnncinaitiimneneeie ll: nikaamvanianibeniiialiineniiinntitiniietiinteiintinne 


Copies of this form (for 1938 and subsequent figures) will be sent on request. 
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q ‘ HE almost unbelievable growth of industry and the 
American standard of living (unknown in other 
countries) can be traced to and with the growth of 

Straight Line Mass Production in American Industry. 

Automobiles, telephones, radios, vacuum cleaners, wash- 
ing machines, electric refrigeration, and many other items 
are a part of this mass production. 

Anything that is repetitive in nature can have applied 
to it the principles of straight line mass production and 
costs can be reduced through that mass production. 

Certainly if anything in the retail field is repetitive, in- 
stallment accounting and collection procedure can be so 
classified. It has been estimated by men who should know, 
that after an installment account has been authorized, 70 
to 80 per cent of the actual labor is collection detail and 
20 to 30 per cent is accounting detail. 

Have you studied your customers’ problems in install- 
ment accounting to make everything as easy as possible 
for your customer to operate and to eliminate every pos- 
sibility of error that will cause embarrassment or friction? 

Let us look at the lower cost angle in connection with 
installment: accounts and collections. Let us look at the 
various steps along the line where we can help the cus- 
tomer and in turn help ourselves. 

Setting Up the Account 


Why do so many of us use odd payments on an install- 


ment account? Let us take an average twelve month in- 
stallment purchase of $185.00. 





4 Installment Accounting and 


Straight Line Production 


By JOHN D. KEMPER 


Credit Sales Manager, Mandel Brothers, Chicago 


(Third Article in the Series) 


change with possibility of error even with automatic 
change makers. 

In total this involves 228 operations—twelve times 8 
seconds extra time = 96 seconds. 

On 6,000 accounts this means 1,368,000 key punching 
operations and 576,000 seconds of change waits. 

Round figure charts are now available at very low cost, 
with the interest all figured, so that by a small adjust- 
ment of the down payment either up or down, the pay- 
ments can be reduced to round figures. A partial illustra- 
tion is shown below. 

Taking the above purchase and running down the 12 
month column we find the nearest purchase—less down 
payment—to be $166.50, and it shows as $169.81 which, 
with the carrying charge at 14 per cent, brings the total 
to $180.00 or twelve equal payments of $15.00 each. You 
figure it by the following simple method : 


BMMUNONE oct cnccoeneesnsiuweciswans $185.00 
Estimated Down Payment ............ 18.50 
Estimated Unpaid Balance ........... 166.50 
12 Mo. Chart Unpaid Balance ....... 169.81 

Actual Down Payment .......... 15.19 


Contract $180.00—12 payments of $15.00 each. 


You may say that this makes a difference in down pay- 
ment of $3.31. If that is too severe, it is possible to 
switch over to 11 months and find this situation: 







































































































































































































































































_ A. DN ee OL wecee ge ad seen $185.00 
The original arrangement usually is: Estimated Down Payment ........... 18.50 
ae rere. $185.00 ae < ommennnae 
10% Down Payment................ 18.50 gees beg? — haa ge 
J : i a MY og 15 166.50 mont art Unpal alance...... 82 
cane Cosaeen Charge ..... 10.59 Actual Down Payment .......... 18.18 
: ; “79 nO Contract $176.00—11 payments of $16.00 each. 
RGU. Fics dedceraverrcenieoeses 177.09 ’ 
EE CASS ce wee o Pa ea aE ee KA 14.76 eleven payments Sa : 
14.73 12th sanaiant What do we accomplish in this way? __ 
Each payment involves striking: MONTHS 13 MONTHS 
i — et | _CONTR/ 
5 Figures Old Balance =, er rene 
4 Figures—Payment PUT. 1D. P. lINT. D. P. |INT. PMT. 
4 Figures—Reconciliation tape nad a 
13 Figures per payment > LB 
12 Payments per contract 17 Is 34 won 22 
156 Keys per contract ao et a 4 
e * “ 2 i ce 54 7 50) 
On the part of the cashier it in- 2 Tie 2a Schos 
volves change making of 2 dimes SP tat se 3 B 3 Z 16 28 
plus four pennies or 6 operations or si S + 2 ¥ 115 23 12350 
on twelve payments 72 operations. : aa 33. mt OT 114 2 2 32] 134 26] 143 i 
. . TL Pe) © 1S) 
On the part of the customer it in- Hah $2 de hie Th a sett 3 (hie 
idles we Yana : 3 42 [54 97] 154 1153 49] 1657 170 L532 14 
volves a few seconds’ wait on each eae tat ae fee 14 = Ht Hs Hi 


payment to receive change and an- 
other few seconds to count the 
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Reduced Section of “Round Figure Payment” Chart 
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1. Eliminate figuring of carrying charge and the errors 
made in figuring it. : 

2. Eliminate change making by cashiers and recounting 
of change by customers. Saving 576,000 seconds or 1,600 
hours on 6,000 accounts. 

3. Eliminate punching six cent keys per payment (2 on 
old balance, 2 on payment and 2 on reconciliation tape). 
This means 6 x 12 payments x 6,000 accounts or 432,000 
key punchings, and the 72 x 6,000 or 432,000 change mak- 
ing operations. This reduces the total operations from 
1,368,000 to 504,000 operations, cutting labor by 65 per 
cent and naturally reducing errors by 65 per cent in these 
operations. 


Pass Books—Coupon Books 

Many stores favor the pass book so as to be able to post 
pass book and ledger card simultaneously. 

There is no doubt that from your angle it has its merits, 
but let’s look at it also from the customers’ angle. With 
the initiation of the cash coupon plan, the revolving credit 
plan and the growth of the deferred payment plan, the 
lines forming at the payment windows during the peak 
hours from 11:30 to 1:30 and from 4:30 to 5:30 have 
also grown. With this growth has also grown the disgust 
of the customers waiting in line, while with each payment 
a card has to be looked up, thrown into the machine, the 
old balance thrown in, the payment thrown in, the new 
balance brought down and half dollars, quarters, dimes 
nickels and pennies counted. 

Let us stop for a moment and look in on the operations 
of Finance Companies and Bank Personal Loan Depart- 
ments. By far the largest (and the greater majority) of 
these organizations use the coupon book although many of 
them in their earlier stages used a pass book. 

Upon investigation we find that faster handling of cus- 
tomers and faster operation with lower final costs havé 
brought about the use of the coupon book in cases not in- 
volving a series of add-ons. The customer steps up to the 
window with coupon filled in as to name, account num- 
ber, and amount. She hands the cashier the coupon with 
the money, the cashier compares the payment with the 
coupon, stamps the stub paid, hands the customer the 
change (usually in round figures) and the transaction is 
completed. By this plan, three customers are handled 
while handling one with the old pass book method. 

There is no difference between the personal loan depart- 
ment cashier and the retail store cashier with relation to 
accepting payments on account. As a matter of fact, we 
understand that a large number of stores have changed to 
the coupon book, which number includes the largest retail 
store in the state of New Jersey. 

Here again both customer and store gain—the customer 
in time and the store in operating cost. 


Collection Follow-Up 

In this operation there are many opportunities for the 
saving of time and money. 

Every installment purchaser knows the amount of the 
payment due. You supplied it to her originally with her 
pass book or coupon book. Why place the amount due in 
every collection letter and then check back to see if the 
amount is correct? For every 1,000 installment accounts 
on a monthly basis you will send out at least 200 first 
notices, 100 second notices and 60 third notices per month, 
making 360 times 12 or 4,320 notices per year. Here are 


FEBRUARY, 1939 


4,320 operations per 1,000 accounts that can be eliminated. 
Why fill in multigraphed letterheads (with many poor 
fill-ins), type envelopes, fold letterheads, enclose in en- 
velopes, seal and stamp or meter? All but one of these 
operations can be eliminated through the use of COLVELOPE 
or other forms of collection letters with an envelope at- 
tached for the return of the payment. It must be borne 
in mind that the average 50 per cent return on first notices 
proves that delay is due to some non-financial reason such 
as inconvenience, lack of an envelope or lack of time to 
make that trip to the store upon which so many seem to 
insist regardless of the customers’ desire. 

You may say that you would rather have the customer 
come into the store to pay rather than give her an en- 
velope. However, it must be remembered that these let- 
ters are going to Delinquents who are not coming into the 
store now, and may be spending your cash in some other 
store. 

Printed notices such as COLVELOPE have proved them- 
selves effective in collection work, without a question of 
a doubt, and most people, especially in the first few steps 
of collection, resent being picked out of a group for a 
typed personal letter, whereas they will not resent a 
printed reminder, the same as others, going to all people 
who are delinquent especially if accompanied by an ad- 
dressed return envelope. This plan saves money and gives 
the customer service. 


“Der 
Meeting of District Ten’s Directors 


The directors of District Ten held their semiannual 
meeting in Seattle, Wash., November 27. Judging from 
the minutes, it was a very constructive meeting. National 
Director L. L. Harris of Vancouver, B. C., made his six- 
months’ report as National Director while Grant Braman 
of Portland, Ore., made a very interesting report of the 
26th Annual Convention at Pittsburgh. 


“oC” 
New Credit Manual of Commercial Laws-- 


Published by the National Association of Credit Men 
(wholesale). This, the 31st annual edition, covers most 
problems of law affecting trade as well as the new Fed- 
eral statutes and regulations affecting business. 

Among the new subjects covered are: New Bank- 
ruptcy Act of 1938 (Chandler Act) ; Fair Labor Stand- 
ards Act of 1938; Fair Trade Laws Enacted in Many 
States During 1937-38; Trust Receipts, Covered in a 
New Section Prepared by a Leading Authority ; Calendar 
of Corporation Reports and Taxes; List of Uniform 
Laws as Adopted in the Several States. 

While these new features have been added, the entire 
text has been revised and brought down to date. The 
section devoted to a Summary of Laws by States has been 
completely revised and enlarged. Legal forms frequently 
used in business transactions, a complete table of exemp- 
tions allowed in the several states and a table, also ar- 
ranged by states, showing the limitations for civil actions 
are included. Completely indexed and arranged for 
handy reference. The regular price is $6.50 but the 
N. A. C. M. has agreed to allow our members the spe- 
cial price of $4.85 allowed its own members. Order 
from our National Office. 








Louisville Conducts Radio 
“Pay Promptly” Campaign 


R. CARSON L. BARD, Office Manager of 
the Credit Rating Company of Louisville 
(Ky.), reports a very successful radio “Pay 


Promptly” campaign used in Louisville, and has sent 


us one of the radio “scripts” used in the first local broad- 
casts. 

“Our local committee,” he says, “was composed of 
George Kraft, Chairman; J. Hardin Ward, Co-Chair- 
man; S. F. Block; Herold Crouch; Frank Gensle; H. C. 
Hendrix; Shirley Matthews; Edmond Rapp; E. F. 
Overstreet; L. D. Morrill; Ed. Reickert and Carson 
Bard. When the photograph was taken at our last 
broadcast all members of the committee were present 
with the exception of Mr. Reickert. 

“The radio campaign was used in combination with 
an essay contest in our local schools and placards were 
placed in our schools as well as small cards being dis- 
tributed- to our members, who displayed them where 
either their customers or credit applicants could see 
them. We have had results in the way of essays from 
our school children.” 

The radio “script” follows: 


The Radio Script 


It is the pleasure of WAVE to pre- 
SUE TB acacia is in a series of programs entitled 
“Your Crepit,” sponsored by the Retail Merchants’ 
Association, the Retail Credit Managers’ Association, 
and the Credit Rating Company of Louisville. 

Mr. Barp: Treat Your Credit as a Sacred Trust! 

THEME: Up 35 seconds then fade (MacGregor 
No. 736 Coronation March) cue—40 turns. 

Mr. Barp: Good evening, Ladies and Gentlemen. 
With the pronouncement of the slogan of the National 
Retail Credit Association, the Retail Credit Managers’ 
Association of Louisville presents the 
series of programs designed first to 
acquaint the people of our community 
with the advantages of good credit. 
Second, to illustrate not only the im- 
portance, but the reward for meeting 
your obligations promptly, and third, 
to assist the students of our schools 
with the credit essay contest now in 
progress. 


ANNOUNCER: 


ececeuee in a 


In the light of any mutual under- 
standing we find the ever-present ele- 
ment of trust, for nothing gives a 
person the same feeling of pride, in 
dealing with his fellow-man, as the 
knowledge that he is trusted. In the 
final analysis, credit is trust—each 
purchase made on a 30-day charge ac- 
count or extended payment plan is 
sold on the trust that payment in full 
will be made when due. 

It is our earnest hope that these 
few short minutes spent each Mon- 
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day with you will be both educational and interesting, 
and to that end we invite your suggestions, questions or 
comments on any credit problem and, if of general inter- 
est, we will gladly answer you over the air at a future 
broadcast. 

ANNOUNCER: To inaugurate these programs we have 
with us, Frank B. Gensle, President of the Retail Credit 
Managers’ Association and Credit Manager of one of 
our leading retail establishments. 

Mr. GENSLE: Good evening, Ladies and Gentlemen. 

. We are happy to present this series of broadcasts 
sheesh the facilities of WAVE to better acquaint the 
people of our community with the value of a good credit 
standing and at the same time launch an essay contest 
for the young people in our schools, the details of which 
will be presented later, and also set forth in our succeed- 
ing discussions the fundamental principles and the back- 
ground of credit as it applies to the conduct of modern 
retail business of today. 

ANNOUNCER: Tell us something of the organizations 
sponsoring this series. 

Mr. Gens_eE: The Retail Merchants’ Association, 
organized in 1905, with a present membership of 100, 
numbers among its members the leading retail stores, 
utilities, banks and hotels of the city, who specialize in 
trade promotion and the furtherance of civic enterprises. 
It is the purpose of the Association to maintain the 
highest standard of merchandising in order to assure the 
members of our community the greatest possible service. 

ANNOUNCER: What is the function of the Retail 
Credit Managers’ Association? 


Mr. GENSLE: This Association is composed of the 


Credit Managers of the leading department stores, 
clothing stores, specialty houses, banks, finance companies, 
automobile dealers, tire dealers, furniture stores, coal 
dealers, grocers and other lines of retail trade. The As- 
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sociation was organized in 1907 and has always exerted 
its best efforts to solve the credit problems arising in the 
community. It is interesting to note that our Associa- 
tion is one of the oldest of its kind in the United States 
and was among the early entrants into the National Re- 
tail Credit Association which was formed in 1912 and 
which has a present membership, extending from Coast to 
Coast, comprising all the States in the Union and several 
Provinces in Canada. 

ANNOUNCER: What is the function of the Credit 
Rating Company ? 

Mr. GENSLE: The Credit Rating Company is the 
reporting Bureau incorporated in 1896 and numbering 
among its subscribers some 300 retail outlets, representing 
41 different lines of business. The function of the Bu- 
reau is to compile, for its subscribers, the credit record or, 
rather, the paying habits of an individual. The Bureau 
does not rate anyone, in the sense that it determines who 
shall have credit and who shall not, but merely reports 
the actual experience of the merchant as reflected by his 
books. In this way, each one makes his own credit rating, 
in that, by prompt payment of his accounts, a record 
will be established that will enable him to obtain further 
credit. 

ANNOUNCER: How does one open an account? 

Mr. GENSLE: All modern establishments have a 
Credit Department for this purpose and the proper way 
is to make application to that department in the store be- 
fore making a purchase. 

ANNOUNCER: What information is required? 

Mr. GENSLE: A uniform application form has been 
adopted with blanks for one’s name, address, business 
connection or employment, and at least three references 
of accounts with other establishments where credit has 
been obtained. 

ANNOUNCER: 
credit references? 


How does one obtain credit without 


Mr. GENSLE: By that question I suppose that you 
mean, how does one open an account for the first time? 
That is done in the same way, except, of course, that 
lacking the three names to be referred to for previous 
experience, other references are given that will vouch for 
one’s character and good intentions in discharging a debt 
or obligation that may be contracted. 

in this respect, the applicant must necessarily give more 
detailed information about himself and his background 
and also state his income and ability to meet his obliga- 
tions in order that the Credit Manager may be properly 
guided in his judgment in the matter. In all cases, a 
personal visit to the Credit Department, when opening an 
account, is the suggested form to follow. 

ANNOUNCER: What is the 30-day account? 

Mr. GENSLE: This is the form in which most ac- 
counts are carried on the books of our retail establish- 
ments today. It means that when a purchase is made, 
payment in full will be made on the 10th of the month 
following date of purchase. On this type of accounts, 
monthly statements are rendered at the close of each 
month showing one’s purchases for that month and pay- 
ment is to be made on the 10th of each month in full for 
the purchases of the previous month. 

ANNOUNCER: What is installment credit? 

Mr. GENSLE: This is a field of credit that has de- 
veloped widely in the last several years and represents 
sales of furniture and household goods, automobiles, 
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radios and other commodities of like character. In this 
class, at the time of sale, a definite contract is made where- 
by, after a down payment is made, the unpaid balance is 
set forth and the amount to be paid each week or each 
month is agreed upon. These sales are made under a 
conditional sales contract, chattel mortgage or lease and 
the payments may extend from three months to eighteen 
or twenty-four months, depending on the type of article 
purchased. 

This type of credit is largely responsible for the higher 
standard of living that has been enjoyed by the American 
people in that the “Club Plan” as it is sometimes called, 
has enabled a greater number of people to purchase 
articles and enjoy the use thereof that would otherwise 
have been denied the privilege. The most recent develop- 
ment in this field of credit is the ““THREE Pay PLAN” 
which has been adopted by men’s clothing houses and this 
plan sets forth that payments be made on the 10th of each 
month after purchase, for three consecutive months. 

ANNOUNCER: What are personal loans? 

Mr. GENsLE: This classification applies to loans made 
by banks on the industrial plan and the loans are made to 
an individual having two co-signers sign his note, or they 
may be made on the security of a chattel mortgage on an 
automobile or radio or refrigerator, or on the security of 
a lien for property improvements. 

In conclusion, may we repeat that the essential ele- 
ment of good credit is the prompt payment and discharge 
of all obligations in accordance with the arrangements 
made when goods are purchased, whether the account be 
a thirty-day account, an installment account, or a loan 
account due to a bank or other institution. The prompt- 
ness with which one discharges his obligations is one of 
the greatest indications of the character of the customer 
and one which should be highly regarded. 

ANNOUNCER: Thank you for your explanation of the 
organizations sponsoring this series of programs and also 
for the information conveyed relative to the opening of an 
account and the different types of accounts. We have in 
the studio Mr. George Kraft, credit manager of one of 
our leading retail stores and Chairman of the Committee 
of the Retail Credit Managers’ Association having charge 
of the radio series and the essay contest and he will tell 
us something more of the topics of the discussions that 
will follow in this series and also announce the rules 
governing the essay contest. Mr. Kraft... . 

Mr. Krart: Thank you, Mr. ------------. 

Good evening, Ladies and Gentlemen. We have de- 
livered posters to our schools giving most of the details of 
the contest. The subject chosen is: “Why You Should 
Treat Your Credit as a Sacred Trust.” This competition 
is open to students from the 7th through the 12th grades 
inclusive of all the schools of Louisville, New Albany and 
Jeffersonville. Our Association has offered the following 
prizes: First $25.00, second $15.00, third $5.00 in each 
grade level. 

ANNOUNCER: Mr. Kraft, explain what is meant by 
each grade level. 

Mr. Krart: Certainly. For example, each grade has 
the same amount of prize money available; that is, each 
7th grade student (throughout the falls cities) has the 
same opportunity to win one of the three prizes offered 
and so on through the 12th grade. 

(Continued on page 31.) 





A PROVEN 


Collection Tool! 
What? 


In 3 Years 


Colvelope Has Grown from 
One customer and an order of 10,000 col- 
lection letters to 


customers in Florida — Seattle — 
Maine — and California — wit 


a monthly production approximating 1,000,000 


Where? Banks 


Department Stores 





Retailers 
Auto Accessories 
Credit Clothing 


Finance Companies Furniture 
Industrial Companies Florists 
Personal Loan CompaniesJewelry 
Public Utilities Radios 


Washing Machines 





From first to last steps in collection. 
(customers use as high as 25 different 
letters) 





Collection work is 85% repetitive. Practi- 
cally all customers RESENT “personal col- 
lection letters.” 

Colvelopes are used for every type of col- 
lection letter from first reminder, =D 
broken promises, collectors’ calls, N. 8S, F. 
checks, cancellation of accounts to and in- 
cluding legal action. 





Wh ? Colvelopes reduce outstanding receivables. 
y: Cut postage costs ONE-HALF to TWO- 
THIRDS. 
Speed—eliminate time-taking clerical opera- 
tions, 
Eliminate typed and multigraphed letters 
costing 5c to 25c each. 
Neat appearance. Look yours over just be- 
fore mailing. 
Extend courtesy of return envelope to cus- 
tomer. 





Colvelopes are used by three large office 
appliance companies—Remington, Royal and 
Underwood. Largest department stores— 
Bamberger, Bloomingdale, Gimbel, Lytton, 
Hovey, Donaldson, Golden Rule, Joske, 
Titche-Goettinger. Chain clothing such as 
National, King, Levy. Banks all over the 
country as well as public utilities. 


Who? 
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WASSELL ORG. 
342 Madison Ave., New York City (f) 


Please send me full information on Colvelope. 


Number Open Accts. ~.---.--. Number Installment Accts. ....... 


The Barometer of 


Retail Business 


Sales and Collection Trends 
December, 1938, vs. December, 1937 


Compiled by Research Division, National Retail 
Credit Association 


Arthur H. Hert, Research Director 


cember, total sales 2.3 per cent and collections 1.1 

per cent as compared with December, 1937. This 
is the first month, since November, 1937, that collections, 
credit and total sales have shown an average increase. 
This was due to unusually heavy Christmas buying and 
an increase in employment in several cities. 


CC REDIT sales increased 3.3 per cent during De- 


Small increases were noted in 56 cities in credit sales; 
53 cities in total sales; and 44 cities in collections. 


High-lights of the monthly analysis are shown in the 
tables below: 








High-Lights for December 


68 Cities reporting. 
23,816 Retail stores represented. 


COLLECTIONS 


44 Cities reported increases. 
1.1% Was the average increase for all cities. 
21.0% Was the greatest increase (Mt. Clem- 
ens, Mich.) 
3 Cities reported no change. 
21 Cities reported decreases. 
9.0% Was the greatest decrease (Albu- 
querque, N. M.) 


CREDIT SALES 


56 Cities reported increases. 
3.3% Was the average increase for all cities. 
22.0% Was the greatest increase (Mt. Clem- 
ens, Mich.) 
2 Cities reported no change. 
10 Cities reported decreases. 
10.0% Was the greatest decrease (Albu- 
querque, N. M.) 


TOTAL SALES 


53 Cities reported increases. 
2.3% Was the average increase for all cities. 
27.5% Was the greatest increase (Pawtucket, 
R. 1). 
2 Cities reported no change. 
13 Cities reported decreases. 
9.0% Was the greatest decrease (Albu- 
querque, N. M.). 
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Unique Collection Devices 


By DANIEL D. GAGE, JR., Ph.D. 


Associate Professor of Business Administration, Instructor of Credit 
Management, University of Oregon, Salem, Ore. 


by the same token, the collection problem begins 

with the extension of the initial credit. If the re- 
tail customer who seeks the charge account accommoda- 
tion has not had thoroughly emphasized to him at the time 
of signing the application, the need for prompt payment, 
he will fall into that class of people who ultimately plague 
the collection department. 

This point cannot be overstressed. The time to begin 
collecting is the time the credit is initially granted. Even 
then it must not be taken for granted that all customers 
will retain the lesson instilled at the outset. There must 
be a continued and unrelenting campaign to keep debtors 
constantly aware of their obligations and the significance 
of prompt pay. 

One of the lessons derived from pedagogy is the ad- 
vantage gained by early training of students and by the 
use of repetitive lessons. ‘This method is equally as ap- 
plicable to mature debtors as it is to adolescent youngsters. 

Yet with constant pounding on the subject of prompt 
pay there will always be a group of customers who fail to 
respond to this type of treatment. Personal and imper- 
sonal collection letters are addressed to these people urging 
them to clear up their accounts. When the accounts are 
sieved at the end of the fiscal period there will still be 
some who will not go through the pressing process. At 
this stage, collection authorities agree that it is best to 
classify debtors and to use such methods or appeals as will 
elicit responses from “holdouts.” 

While a classification might show some to be actually 
dishonest, some temporarily financially embarrassed, the 
great majority of these residual non-payers are simply suf- 
fering from a human trait of inertia or indifference. 
There are methods for dealing with the dishonest debtor 
and the hard-luck debtor which cannot, for the lack of 
space, be considered here. What will be considered are 
some rather unusual devices which have been tried and 
found successful after the usual chain of dunning letters 
has failed to move the sluggish yet inherently honest and 
able-to-pay type of customer. 

At the start it should be pointed out that the most 
efficient collection devices are those which embody one or 
all of the three following forces: 

(1) New angle of approach. If a person has been 
looking, for example, at a black card, he will respond 
more quickly to the seeing process if color or white is 
thrust before his eyes. He may shake off his inertia and 
move into action. Using similar collecting devices is the 
same as showing a debtor black cards all the time. 

(2) Ultimatum or veiled threat, which causes the 
debtor sufficient uneasiness so that the matter gets a hold 
of his consciousness and plagues him until only some sort 
of action will relieve his peace of mind. 


T HE credit cycle ends with the collection phase, and 
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(3) Fear that third parties, whose respect the debtor 
cherishes, will hear of his shortcomings. The fact that a 
great many people are considered honest is only because 
their pride is a super-attribute. These individuals will 
transgress social laws only as long as they feel they will 
not be found out. When it is thoroughly demonstrated 
to them that their actions are to be aired publicly, they 
are quite apt to make a complete change of front. 

People living beyond their incomes in a vain attempt to 
make favorable showings in the social whirl as well as in 
business are prone to treat lightly debtor obligations, yet 
at the same time they are very vulnerable to the fear of 
being exposed. The feminine socialite does not want her 
bridge club to know that the very table upon which they 
are playing represents a delinquent account. The man 
who seeks business contacts at the country club would 
hate to have his prospects know that he really isn’t such 
a good fellow off the green and out of the locker room. 

Devices which make use of these forces and play upon 
human weakness are now considered. 

A most unique plan, playing upon the last motive above, 
was put into effect by one department store almost by 
accident. While the credit manager was in the office of 
the chief executive of a department store in a city of 50,- 
000, a member of the Junior League entered the office to 
ask support in raising funds for the League’s activities. 
The young lady did not want direct help but a way to 
raise funds by concrete work on the part of the League 
members. 

The credit man had an inspiration. He offered to give 
to the League a certain percentage of funds it collected on 
long-overdue accounts. The members were enthusiastic 
over the idea. Some publicity was given in the society 
page by the League. 

The surprising thing is that almost as many remit- 
tances were received by mail direct before actual collec- 
tion began by the Junior League members as were re- 
ceived subsequently from collections actually made by 
the League. Why? Simply because a number of people 
were suddenly frightened by the fact that people in their 
social strata were going to find out that there was a skele- 
ton in the closet, and bang would go their high, if some- 
what dubious, social position! 

This stunt is food for thought. Advantages accrued to 
this store from three sources: (1) It secured payment. 
(2) It gained good will with philanthropic endeavor. 
(3) It educated, at the same time, a group of future ma- 
trons to the meaning of a good credit reputation. 

Another store worked on this same propelling force to 
payment from a slightly different angle. ‘The merchandis- 
ing manager of this particular firm believes strongly in 
personal relationships between employees, employer and 
buying public. He features in advertisements pictures 
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from time to time of sub-managers and clerks. He wants 
the public to identify store faces and personalities. 


A picture that is sure to appear once a month and gen- 
erally toward the end is the rugged profile of “Mr. Mc- 
Guire, our Adjustment Man.” The store avoids the use 
of “Collector,” and any description of his activities is 
rather general, but implies that he is the man to see when 
accounts need adjustment or payment cannot be made for 
some reason or another. Mr. McGuire invariably wears, 
both in public and before the camera, a striking striped 
gray suit. By this subtle form of publicity Mr. McGuire 
is pretty well identified over town as the man in the gray 
suit who collects for Blank Department Store. 


Little does it avail the delinquent “haus frau’’ to see 
him coming and pull the shades down and seek safety in 
the shadows while he rings a bell which she does not an- 
swer. He will come again and again and each time the 
curious neighbors will become more and more aware that 
the people next door are remiss about something. Mr. 
McGuire usually leaves his card saying he was sorry that 
the party was not at home but that he will call again 
Thursday, at 4:00. Of course, in larger cities where one’s 
neighbors are of no concern, this plan will not be nearly 
so effective as in smaller communities where everybody’s 
business is everybody else’s business. Actually Mr. Mc- 
Guire is a very mild-mannered man ‘and has never threat- 
ened anybody yet. If the debtors turn out to be crusty or 
hardshells, the account is turned over to an outside agency 
to acquire any and all of the ill will. Incidentally this 
plan was not invented, it simply evolved from the store’s 
merchandising methods. 

Still another firm carries the process a step in another 
direction. Instead of the collector being publicized, it is 
his conveyance. Most of the store’s delivery and service 
trucks are painted a mild gray, but the car operated by 
the collector is bright maroon with the store insignia and 
name on the doors in larger letters. Red is rather ap- 
propriate since it has always been a warning signal from 
early times. Some may feel that this method is carrying 
a thing too far. As a substitute, one might make use of the 
dummy collection agency’s name on the car and not 
identify the car with the store. A suggestion made by 
someone when this plan was discussed was that a minia- 
ture automobile, such as an Austin, might be used, and 
the agency called the “Austin Messenger Collector.” 

From subtle devices such as discussed in the preceding 
paragraph, the unique collection list might include devices 
termed stunt or humorous methods. A word of caution 
is applicable here. For one thing, everybody does not have 
an equal sense of humor. And for another, that which the 
creditor treats in too light a vein might receive reciprocal 
treatment by the debtor. 

However, that which is mildly amusing and is used in 
the early stages of delinquency upon an impersonal basis 
often arouses the debtor to action. Again it is the case 
of the white card, instead of the black, before his eyes. 
Lack of space will prevent a discussion of these methods 
but some can be listed hurriedly. 

The use of varying size envelopes containing the col- 
lection message has, of course, been tried; use of different 
color on the envelope, going from neutral to strong color 
such as red ; sending a rubber disk in the shape of a dollar 
inside the envelope with the impression, “Rubber, like 
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credit, can stretch only so far.” (A rubber band might be 
just as appropriate.) One florist makes use of flowers as 
designs on letters, particularly forget-me-nots. The list 
might go on indefinitely, for it is limited only by the 
originality of the collector’s mind.* 

While devices such as those mentioned above may have 
their places, in the end the collection problem is going to 
be solved to the satisfaction of most creditors when the 
public is thoroughly educated to the significance of credit. 
It is a matter of group action in cooperation with the Re- 
tail Credit Bureau. 

With New Year’s Day just behind us, it might be well 
to consider the significance of the New Year to the 
Chinese. While to them it is a day spent in holiday spirit 
and the chasing away of evil spirits by the explosion of 
firecrackers, it is also the day when debts are paid up. 
The Occidental can still learn a good deal from the 
Oriental. Christmas buying has rolled up sales volume as 
well as more delinquent accounts. Now is the time to be 
thinking of next year when some publicity to the meaning 
of Chinese New Year’s might be exploited by the retail 
credit group to further credit education and lessen the 
collection problem. 

If you want to, you can begin this year, for it is still not 
too late. Chinese New Year’s comes on February 19th 
in 1939. Why not make this week a settlement day in 
your community as it is among those in the Lotus Land? 
Don’t put off till next year what might be done now/ 


*The writer is indebted to several of his students for some 
of the suggestions included in this article. 








Speed Up Your Collections 


(with these 288 proven collection plans) 


Cut Your Office Overhead 
(with these 42 tested office short cuts) 


Locate Your Skips 
(with these 51 tracing tricks) 


All of the above are found in 


“PROVEN PLANS TO SPEED COLLECTIONS AND TIMELY 
TIPS TO TRIM OFFICE OVERHEAD” by David Morantz, 
President, Retail Credit Association, Kansas City, Kansas, with 
a record of over 25 years’ collection experience. 


In addition, it contains 470 collection paragraphs in a handy loose- 
leaf Letter and Paragraph Book, arranged according to ap- 
peals to pride, fear, honesty, sense of fairness, etc., and num- 
bered for convenient use, including—147 attention-getting col- 
lection letter openers and 204 effective coin-coaxing collection 
letter closers; 10 ways to use the telephone to increase col- 
lections; 4 ways to locate debtor’s job; an effective plan to 
collect from farmers; how to get the money on bad checks, 
and a wealth of other material along the same line, including 
a watqee Supplement and Idea File providing a convenient 
place for your new ideas, clippings, suggestions, etc. 


This wealth of tested, successful ideas, plans and letters is 
now offered at the unbelievably low price of $5.00. 


Sent on 5 days’ examination, if desired, or if check accom- 
panies order, a copy of Locating Debtor’s Bank Account, con- 
ay 25 successful schemes to locate a debtor’s bank, will be 
sen ree. 


National Retail Credit Association 
1218 Olive St. St. Louis, Mo. 
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Sache dhe ce ofa cia a oho cB cn ohn cha ch oo > in chin hn i > 
A Timely Insert 


to tie in with 


Chinese New Year 


(February 19) 
See article-- pages 9 and 10 
Also furnished in newspaper mats in three 


sizes—with border. (See outside back 
cover, January Credit World.) 





Irs An Old 
Chinese Custom 


N CHINA, the ancients, at 

the beginning of the New 

Year, following a time-hon- 

ored custom, called on all their credi- 
tors—and paid their bills—im full! 

The New Year is a time of good 

resolutions—a good time to arrange to 

pay all past due bills and then—ar- 
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be paid promptly when they are due 
or according to agreement. 

Prompt payment builds a good 
credit record and promotes prosperity. 


A good credit record is priceless. Pay all 
bills promptly and protect it! 


National Retail Credit 
Association 
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Offices SACRED TRUST Louis 


(PRINTED IN U. 8. J 





Actual size indicated by dotted lines 
Price $2.50 per 1000 


(Printed in two colors) 


National Retail Credit 


Association 
1218 Olive St. ote St. Louis, Mo. 


SEPP PS SS SSS SSS SSP SHE 


FEBRUARY, 1939 








Letters That | 


Cross 
The Editor’s Desk 

















We have recently secured two copies of the new Code 
of Ethics both of which we have framed and hung in our 
Credit Department. I feel the National Association is 
to be very much congratulated on this Code of Ethics 
which is excellent both in content and appearance.—O. M. 
PRENTICE, Credit Manager, David Spencer, Ltd., Vic- 
toria, B. C. 


* + * 


To make sure that I receive the fullest value out of 
The Crepir Wor tp, I wish you would enter my name 
for a year’s subscription to tne magazine. Please have it 
(and bill) sent to my home address—JoHN Harvey, 
Assistant Manager, Lyon County Credit Bureau, Inc., 


Emporia, Kansas. - @ 


Your book, Retail Credit Fundamentals, is one of the 
most interesting and helpful books I have read.—GERALD 
A. PLayer, Ketchum Builders Supply Co., Salt Lake 
City, Utah. 


tt 

I received a copy of the Code of Ethics and express my 
congratulations on this fine piece of work. I am having 
it framed and expect to take it to our Credit Men’s meet- 
ing to see if I cannot get orders from the various mem- 
bers because it is certainly a very fine “Code” and one 
that should grace the office of every credit manager in 
America.—W. V. TRAMMELL, Manager, Merchants 
Credit Association, Birmingham, Ala. 
* * * 


Please send us a copy of your “Pay Promptly” Ad- 
vertising Portfolio. We have experimented at various 
times with this type of advertising, always with favorable 
results. This year we are planning a minimum monthly 
campaign costing us $50. If we can get it under way 
soon enough, we plan to make March “Pay Up Month.” 
—T. C. Denton, Secretary, Retail Merchants Associa- 
tion, Longview, Texas. 

+ * * 

I always enjoy reading The Crepir Wor -p and think 
it alone is worth what I pay for membership in the Na- 
tional Retail Credit Association—K. W. Story, Man- 
ager Credit Department, Christman Dry Goods Co., 
Joplin, Mo. 


* * * 


Please accept my sincere thanks for the Code of Ethics 
recently adopted by the National Retail Credit Associa- 
tion. It is my personal opinion, as well as the opinion of 
our Retail Credit Grantors’ Association, that the Com- 
mittee who prepared the Code should be commended very 
highly for their splendid work. THos. Downtr, Man- 
ager, Retail Credit Grantors’ Bureau, Ltd., Vancouver, 


ee 


+ * + 


The Crepir Wor -p has been a continuous source of 
pleasure and help to me during the year and a half that 
I have been engaged in the work of credit reporting. The 
January issue I found most interesting —Muss Vircinia 
M. Sreeve, Merchants Retail Credit Bureau, Inc., Mc- 
Minnville, Tenn. 





San Francisco Fires Opening Gun 


of National Convention 

Tuespay EveNING, JAN- 
UARY 17, was a big night in 
San Francisco with Frank 
T. Caldwell, General Man- 
ager of Associated Credit 
Bureaus of America—Bernie 
Cantor of Portland, Oregon 
(our ambassador in the 
Northwest), and J. W. Scott 
of Los Angeles, our ambassador from Southern California, 
as guests of the evening. 

The complete personnel of all committees, together 
with their Chairmen, were present. The total attendance 
numbered over 200 members of the San Francisco and 
Oakland Chapters of the National Retail Credit Associ- 
ation. Committee Chairmen made brief reports of their 
plans. 

The program is progressing most satisfactorily under 
the leadership of Frank Batty of Hale Brothers. Some of 
those speakers he has in view are going to furnish a pro- 
gram for our delegates that will convince everyone that 
the time within our borders was well spent. 

The Group Committee under Frank Francis of the 
Emporium are doing a very fine piece of work. Out- 
standing men in their profession have been selected to 
work up each group meeting. You will have three after- 
noons just filled with affairs affecting your individual 
business. 

Oh, yes, the Banking & Finance Group, under Presi- 
dent Christensen of the American Trust Company, prom- 
ises that those interested in finance are going to learn 
secrets about finance they didn’t even know existed. 

Now as to the wives and members of the family who 
are not attending the meetings—well, our Hostess Com- 
mittee is composed of experts in the art of entertaining 
—no dull moments! 

A final warning, Delegates: San Francisco is an Ex- 
position City this year. We had 1,000 rooms available 
in excellent hotels to meet your needs with no advance 
rates. I suggest you make your reservations at once/— 
S. E. SHERMANTINE, General Convention Chairman. 

(Epitor’s Notre: Mr. Shermantine says, “We had 
1,000 rooms available in excellent hotels to meet your 
needs, with no advance in rates.’”’ Many reservations have 
already been made and many World’s Fair visitors will 
also seek hotel accommodations, so make your reservation 





now!) 
“oC 
San Francisco’s New Officers 

The Associated Retail Credit Men of San Francisco, 
at their annual meeting January 17, elected the following 
officers and directors: President, Frank Batty, Hale Bros. 
Inc.; Vice-President, Robert H. Clifton, Chas. Brown & 
Sons; Treasurer, Walter V. Howe, Sommer & Kauf- 
mann; and Secretary, Charles J. Benson, Retailers Credit 
Association (the Credit Bureau). 

Directors: H. H. Christensen; Frank D. Francis; S. 
A. Schneider; Melvin Bixel (reelected); Wm. F. 
Wright ;* Wm. F. Bradley; Allan J. Clarke ;* Joseph E. 
Noonan; and R. D. Roberts.* 





“Newly elected. 
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When You Visit the 

Golden Gate International 
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World’s Largest Chrysler-Plymouth Distributor 


. 
SPECIAL OFFER! 
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The Route of the Convention Special 
Is One of Scenic Beauty 


RAVELING between Denver and Salt Lake City on the Special 
Train to the San Francisco Convention next June, members of the 
National Retail Credit Association will penetrate one of the most 


rugged and scenic areas in America. 





“There are canyons that yawn as they grip 
you, 
There are sentinel rocks austere, 
There are operas unsung, and pictures un- 
hung, 
And silences made to hear.’ 
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Leaving Denver, Colorado’s 
mile-high capital, the Special 
Train climbs the ridges approach- 
ing the Continental Divide, reveal- 
ing on one side the plains extend- 
ing eastward for unending miles 
and on the other the snow-capped 
crests of the “backbone of the con- 
tinent.” The train winds through 
canyons and darts through a score 
of short tunnels, then pauses mo- 
mentarily before plunging through 
the 6.2-mile Moffat Tunnel, one 
of the engineering miracles of the 
world. 

This remarkable tunnel, built at 
a cost of $18,000,000, passes 
through the Continental Divide 
separating the Pacific from the 
Atlantic at an elevation of slightly 
over 9,000 feet, which is 4,000 feet 
under the crest of mighty James 
Peak. 

Down the west slope of the con- 
tinent the track parallels the 
Colorado River for 235 entrancing 
miles. Starting as a rippling brook, 
the Colorado soon becomes a rest- 
less torrent, dashing over jagged 
boulders and through towering 
canyons. Great clefts like Gore 
Canyon, through which the train 
passes, bare the geological history 
of the Rockies. 

Through Glenwood Canyon and 
at Glenwood Springs, where the 
Special Train halts for two hours’ 
enjoyment of this famous Colorado 
mountain spa, the Rockies take on 
a more festive mood, countless 
evergreens brightening colorful red 
walled canyons and valleys. 

Through the night the Special 
Train speeds out of Colorado into 
Utah, and daybreak finds it glid- 
ing down into the fertile Salt Lake 
Valley, past towering Mount Tim- 
panogos, princess of the Wasatch 
Range, and on to fascinating Salt 
Lake City. 

The Special Train, which will 
carry Association members to the 
San Francisco convention, is routed 


(Continued on page 30.) 





246 Proved 
$-Pullers 





ERE are 246 “‘sure- 
fire” letters that you 
can use to speed up collec- 
tions from your slow-pays 
and to get payments on ac- 
counts that you are about 
ready to charge off as hope- 
less. They are the “pet” 
letters of 56 of the coun- 
try’s most successful credit 
men; they have behind 
them records of almost 
phenomenal results under 
difficult conditions. Among 
them are some of the most 
remarkable collection let- 
ters ever written, letters 
that have brought in hun- 
dreds of thousands of dol- 
lars to the firms using them. Whether you 
have a few or many overdue accounts on 
your books, get and use a copy of 


“Effective 


Collection Letters”’ 
Edited by Erik G. Sellman 


OME of these letters show you how to get a new, 

more profitable slant on ‘‘tried-and-true”’ appeals 
that credit men for years have found productive. 
Many contain entirely new ideas developed by the 
credit men who contributed them to this book. With 
each letter, the editor supplies explanatory com- 
ments on the conditions under which it is being used 
and the results it has produced, together with prac- 
tical suggestions on ways in which you can adapt 
the letter to the special needs of your own business. 

For convenience, the letters are arranged in accord- 
ance with the stage at which they are recommended 
to be used but spread through the book’s chapters 
are many complete collection series illustrating un- 
usually profitable follow-ups. Two final chapters 
describe particularly effective systems for carrying 
on collection operations and the use of printed forms 
and notices in follow-up routine. 
10 CHAPTERS: Basic Ideas Behind Successful 
Collections. Goodwill Collections Today. Early 
Stages. Later Stages. Cashing In on Frozen Ac- 
counts. Letters Handling Special Situations. Tying 
Letters to Current Conditions. Stunt Letters. Col- 
lection Systems That Meet Today’s Needs. Using 
Collection Forms and Notices. 


216 Pages, Price $3.00 


(Fill in, tear out, and mail) 


SENT ON 5 DAYS’ APPROVAL 


THE RONALD PRESS COMPANY 
Dept. M303, 15 E. 26th St., New York 


| Send me a copy of Sellman’s “Effective 
Collection Letters."" Within five days after 
| its socuipt I will either return it or send you 
| $3.00, plus a few cents for delivery, in pay 
ment. (We pay delivery on cash orders; 
| same return privilege.) 

| Name 

| (Please print) 

Street Address 


City *State 
*Outside continental U. S. and Canada 
$3.25 cash. 


The Ronald Press Company, Publishers 
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“For a Number of Years 
We Found This Sticker Effective” 











new yore orice 
eam ov eeeT 


DEPARTMENT OF ACCOUNTS 


1218 Olive Street 


Gentlemen: 


St. Louis, Missouri 


CALE soonESS 
HOCHROMN 


Aechschild Mohagbo. 


October 12, 1938 


National Retail Credit Association 


Please send us one thousand (1,000) of the small 
old sticker that starts with "Just to Remind You." 


We might add at this time, that we have been 
using this sticker for a number of years, and 
find it very effective. 
Very truly yours, 
HOCHSCHILD, KOHN & OO, 


E. A Epstein 
EAE: 3S 











Here Is the Sticker 
Mentioned In 
Mr. Epstein’s Letter 


It is one of the old 
“Standard” series of 
stickers which we had 
discontinued. 


But our members 
wouldn’t let us dis- 
continue them! 


SR 








+ 

- 

Zz S y 
ot 

7, 


2: 








D> 
Cy 


Just to 


Kemind You-- 


that this account 

has probably been 
overlooked and 
we'll appreciate 
your remittance. 























ifr 


NOW that we've 
reminded you, 
won’t you send 
us a check— 
please? 


Thank You! 
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Please / Ty 








Thank You! 





And Here Is 
the Other 
“Stand-By” 


There has been such 
a steady demand for 
these two stickers that 
we had to revive them 
and stock them because 
they are so successful. 
Price, $2.00 per 1000. 


National Retail 
Credit Association 
1218 Olive —St. Louis 





THERE’S A TIME 
... AND A PLACE 
FOR EVERYTHING 





ye 


®@ The time and the place to post payments 
is not in the cashier's window while your 
customer is waiting— because customers 
don’t like to wait—they want to make their 
payments and get out about their business as 
quickly as possible. 


® Receiving payments with an Allison Pay- 
ment Coupon Book simply consists of stamp- 
ing the receipt stub “paid” and detaching the 
coupon. 


®@ Locating and pulling the customer’s ledger 
card—entering previous balances and posting 
the payment—filing the ledger card—is all 
done later at convenience. 


@ You can receipt three to five customers’ pay- 
ments in the same time that you now handle one. 


... hie that isn't oll! 


No mechanical equipment is required with 
Allison’s Payment Coupon Books and this feature 
of the system permits you to expand your personal 
receiving service in accordance with the number of 
customers in your office at any one time. This is 
done by simply designating an additional person 
or persons to receive payments during rush hours. 

Anyone can receive payments when they are 
presented with an Allison Payment Coupon Book. 

Speed and expansion are only two of the many 
advantages of this system. Let us tell you the com- 
plete story. You will then readily see why our 
great financing and banking institutions are using 
this plan of collections—and how you, too, can 
render a better personal receiving service—im- 
prove the standing of your accounts—and at the 
same time reduce your costs. 


Write today for complete information and 
prices. There is no cost or obligation. 


ALLISON 


COUPON COMPANY 


FACTORY AND EXECUTIVE OFFICES 
INDIANAPOLIS, INDIANA 


The CREDIT WORLD 














An Efficient, Dependable Collection Service 


By LYMAN P. WELD 


Manager, Longmont Creditors Adjustment Service, Longmont, Colo.; Chairman, C.S.D. 
Committee, Associated Credit Bureaus of America, Inc. 


important part of that great service organization, 

THE AssociATED CREDIT BUREAUS OF AMERICA, 
INc., an organization whose principal object is to serve the 
business and professional men of the United States and 
Canada in their credit and collection problems. An or- 
ganization which cooperates with the National Retail 
Credit Association in every way possible. 

In the year 1937, a fair average year over the past 
decade, the total retail sales of goods and 
services in the United States amounted 
to a little over 40 billion dollars, of 
which approximately 3314 per cent, or in 
round figures, 13 billion dollars, was on 
credit. It is inevitable, when such a 
large amount of credit is extended, there 
will be some delinquencies. While ac- 
curate statistics are not available, close 
students of the problem have estimated 
that from 4 per cent to 6 per cent, in 
number, of the bills and accounts re- 
ceivable arising out of retail sales become 
delinquent, from one cause or another, 
to such an extent it is necessary that spe- 
cial collection service be rendered on 
them to prevent ultimate loss. After such special service 
is so rendered the ultimate loss is held to between 14 and 
1 per cent on the average. 


r | SHE Collection Service Division is an integral and 


The merchants, business and professional men them- 
selves render much of this required specialized collection 
service but more and more they are finding that it pays to 
have some organized Adjustment or Collection Bureau 
perform such service as better results are obtained at less 
cost in so doing. The amount of money collected for the 
business and professional men of our nation annually by 
the organized collection bureaus runs into thousands and 
thousands of dollars. 


Several years ago the National Retail Credit Associa- 
tion realized the need of some organization which would 
do special research and educational work that would aid 
the collection fraternity so the members thereof could 
render better service; so there was formed a Department 
of the N. R. C. A., The Supervising Collection Depart- 
ment. This Department is eight years old—and it is now 
the Collection Service Division of The Associated Credit 
Bureaus of America, Inc. It is a strong, effective organ- 
ization and is doing much to aid its members and, through 
them, the business and professional men of our nation and 
the Dominion of Canada. 


Collection methods are changing. Those methods which 
were in vogue a few years ago, of browbeating, threaten- 
ing (and what not) the unfortunate man or woman who 
got into debt, are now obsolete. Today, it is a well deter- 
mined fact, the collection of delinquent claims is a matter 
of expert salesmanship, the realization a debtor is a human 
being like the rest of us, and must be dealt with as such. 


FEBRUARY, 1939 





The Collection Service Division, through its research 
work, learns about the new methods of collection proce- 
dure and through its educational work seeks to disseminate 
to its members the information thus obtained. Its mem- 
bership seeks to cooperate at all times with the members 
of The National Retail Credit Association in improving 
collection conditions; in preventing the enactment of laws 
which would injure the creditors and to help in securing 
the enactment of legislation for their protection. 

It has been said that today the world 
is on wheels. Whether this be the cause 
or otherwise, it is a known fact that a 
large number of the people of our nation 
move every year. It has been estimated 
that at least 25 per cent of our people 
move every year and a fairly large per- 
centage move from one community to 
another, some, unfortunately, leaving be- 
hind them unpaid bills of local mer- 
chants, doctors, etc. It is necessary 
therefore, that there be some organiza- 
tion whereby claims originating in one 
community can be forwarded to that 
community to which the debtor has 
moved, with the assurance that such 
claims will receive honest, intelligent collection service. 
The Collection Service Division is such an organization. 
It has a widely distributed membership of honest, efficient 
collectors. No applicant for membership is accepted un- 
til the most careful investigation possible is made. A care- 
ful checkup of every complaint as to service rendered by 
any member is made and no agency can long remain a 
member if its service falls much below par. 

Such an organization as The Collection Service Divi- 
sion is a real asset to the members of The National Retail 
Credit Association. If they place their claims for collec- 
tion with a member of The Collection Service Division 
they will be assured of honest, efficient collection service. 





Try the “Blue Book” of 
Credit and Collection Letters 


‘*Invaluable in the extending of credit and 
keeping credit losses to a minimum,’’ says 
L. V. Eberhard (Grocer), Grand Rapids, 
Mich. 





OVER 9,000 COPIES IN USE BY MEMBERS! 


To members, only $1.00—to non-members, 
$1.50—postpaid 


Order from National Office 
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——The Nation’s Collection Percentages -- 
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DISTRICT (Open Accounts) (Installment Accounts) STORES (Installment Accounts) Y 
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Forty-Nine Key Cities Cooperating with the Research Division i Uni 


The CREDIT WORLD 
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... A “give-and-take” page, wherein readers 
may ask—and answer—questions about their 
credit and collection problems and solve them 
in the laboratory of practical experience... 
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Handling Store Employees’ Accounts 


The Question: 
tion relative to the most efficient plans now in operation in 
large department stores for the handling of monthly 
charge accounts with executives, buyers, assistant buyers, 
and employees of such stores?” 


“T am interested in securing informa- 


UR ReseArcuH Division requested information of 
27 department store members. Twenty-five or 
92.5 per cent replied to our inquiry. The plans of 


some of the stores follow: 


Los Angeles, California—Exercutives: There are no 


restrictions placed on executive accounts. 


Manacers: (Buyers) These accounts have substantial 
limits. They are given an additional 5 per cent discount, 
providing the account is paid in full before the books close 
on the 25th of the month following date of purchase. 


AssistANT Buyers: There is no difference in the han- 
dling of these accounts, other than that the limits are 
lower and watched more closely, and they have no addi- 
tional discount given. Payment is expected the following 
month, in accordance with our usual terms. 


GENERAL EmpLoyees: Any employee is entitled to an 
account after he has been with our firm as a regular em- 
ployee for three months. By regular we mean, steadily 
employed each day, and not a day or so each week, or part 
time each day. To these persons our terms of full monthly 
settlement are carefully explained. They are privileged to 
pay the account in a lump sum, or something each week. 

There is an understanding that at no time shall the em- 
ployee owe more than his weekly salary, unless arrange- 
ments are made with the Credit Office. 

If one of these accounts becomes delinquent to a certain 
extent the employee is called to the Credit Office and 
asked that his charge purchases cease until the present 
balance is paid. If he does not adhere to this arrangement 
he is sent for again, the account is closed, and weekly 
deductions are made from his salary. 

In all cases, an application blank is filled out and the 
names of the authorized buyers given. 

All of these accounts are carried in the employees’ 
ledger, which is kept separately from the outside custom- 
ers’ ledger. Full settlement is expected on or before the 
25th of the following month. 


_* * 

San Francisco, California—All employees on regular 
roll receive 15 per cent discount at the time of purchase. 
However, the monthly bill must be paid in full within the 


following two calendar months in order to protect this 
discount. 
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The same principle follows on our employee Deferred 
Payment accounts as follows: 

If the Deferred Payment account falls behind two pay- 
ments at any time during the life of the contract, the 15 
per cent discount is charged back to the account. This 
discount charge-back applies to everyone, from General 
Manager on down and is strictly enforced, with exceptions 
being allowed in merited cases, such as illness. 

We do not place the usual stringent limits on our em- 
ployee accounts, other than with the minimum wage em- 
ployees. We do not arbitrarily deduct from their wages. 
A mutually agreed upon reasonable limit is arranged with 
each employee, and he (or she) is expected to keep within 
it. 

A warning is given on the first loss of discount, and the 
account suspended until brought within the proper sixty 
day terms. If the discount is lost a second time a final 
warning is given. If lost the third time the account is 
permanently closed and the employee notified accordingly. 


* * * 


Washington, D. C_—Our charge accounts for execu- 
tives, buyers, assistant buyers, and employees are handled 
in two classes. The first class is the executives and buyers, 
which are charged on the regular thirty day basis, but all 
purchases of one month must be paid in full the following 
month to receive a 25 per cent discount allowed this class 
of accounts. When payment is not made, we cancel the 
discount. 

The second class—assistant buyers and employees—is 
handled on employees’ ledger and terms are usually on a 





What’s Your Problem? 


You are invited to make this page your page 
—for the solution of any problems of credit 
practice or procedure which may confront you. 

Or if you have a special problem on which 
you wish private information, our Research 
Division will gladly make a special “confiden- 
tial” study for you, obtaining the desired infor- 
mation from reliable sources. 


ten-week basis; in other words, if an account for $50.00 
is opened, it is paid at the rate of $5.00 a week. We per- 
mit a continuing balance to old employees, but all ac- 
counts must be paid in full before going on vacations. A 
discount of 10 per cent is allowed on this class of accounts. 


*._ * 


Chicago, Illinois—Employees who have been in our 
service for six months and longer and whose salary war- 
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rants the privilege, are eligible for an employee’s charge 
account. They are permitted to charge up to one and one- 
half week’s salary which is deductible from their pay. 
Employees in the executive class are allowed to carry a 
monthly charge account, the same as an outside customer, 
and are governed by the same rules. If this privilege is 
abused we sometimes find it necessary to deduct from their 
salary and transfer the account to the status of an ordinary 
employee. Applications for employee accounts are made 
to the house bookkeeper and are approved by the Credit 


Manager. 
* _ * 


Boston, Massachusetts—To those of our employees who 
are responsible for a monthly charge account we extend 
the same terms and conveniences as we do to any of our 
charge customers. Bills are mailed at the end of each 
month and they are given 30 days in which to pay their 
bills. If the payments are not made at the end of 30 days, 
then in accordance with the application they have signed, 
we may deduct from the payroll. This applies to all ex- 
ecutives as well as to employees. 

To those other employees who do not qualify for a 
regular account we grant accommodation charges, con- 
trolling them through the medium of stamps. They call 
at the Credit Office and are issued stamps. Each stamp is 
good for purchases up to $1.00. The sales clerk asks for 
the stamps at the time of purchase and sticks them on the 
salescheck. These employees are then given the same terms 
as customers and are allowed thirty days to pay their bills. 
Employees are not penalized for their discount regardless 


of when the bill is paid. 
* * * 


Detroit, Michigan—Our house accounts are divided 
into three groups as follows: 

1. Accounts with executives (excepting Assistant Buy- 
ers in basement store) and with employees who meet the 
store’s credit requirements for monthly charge accounts. 

2. Accounts with Assistant Buyers in basement store 
and other employees based on six months’ continuous serv- 
ice, minimum salary requirement $15.00 weekly. 

3. Payroll deduction accounts, using certificate plan of 
authorizing for employees who do not have monthly 
charge accounts; such payroll deduction accounts being 
limited to necessary wearing apparel only and requiring 
written approval of head of employee’s division in each 
case. 

Accounts in group one are suspended when two months’ 
purchases become delinquent. The only exceptions to this 
rule are members of the firm and members of our operat- 
ing board, although this exception is scarcely necessary in 
our case. Payroll deductions for accounts of executives 
are not permitted except with the approval of the head of 
the division concerned. 

Accounts in group two may be opened at any time after 
six months’ service. They are kept in the same ledger as 
accounts in group one, but are distinguished by the use 
of a dollar limit, instead of a letter limit. Letter limits 
are understood to be more or less elastic, but dollar limits 
are set at two weeks’ salary and are not usually exceeded. 
Bills are rendered on the first of each month and must be 
paid during the following calendar month or credit is sus- 
pended and unless satisfactory arrangements are made for 
settlement, payroll deduction may be made at any time by 
the Credit Department. 

The third class of accounts may be opened with any of 
our employees at any time, if they secure the written ap- 
proval of the head of their division and provided they do 
not have a monthly charge account in class one or class 
two. A down payment of 10 per cent is required and a 
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purchase certificate is issued for amount desired up to a 
maximum of two weeks’ salary. There is no minimum 
salary requirement for this class of account, but full time 
employment is necessary. Payroll deductions are made 
over a period of nine weeks. 


* * * 


New York City—We have two classes of employees’ 
accounts. Accounts of executives, buyers and assistants 
are segregated into one control which we call our Private 
Ledger and are handled very much in the same manner as 
our regular customers’ accounts. The limits are deter- 
mined by the Treasurer’s Office—usually two weeks’ 
salary where the employee earns less than $5,000.00 a 
year and 10 per cent of the yearly salary where the em- 
ployee earns $5,000 or more. Bills are rendered monthly 
and settlement is anticipated during the month. Where 
an account is not paid within sixty days it is restricted. 

Once a month this office is required to submit to the 
Treasurer a list of accounts on the Private Ledger where 
any portion of the balance is sixty days or more past due. 
This report contains the name, position, total amount 
owing, amount 60 days and more past due, limit, last pay- 
ment, present status. If after a reasonable period of time 
the account is not taken care of to the satisfaction of the 
Credit Office, an appropriate deduction is made from the 
employee’s salary weekly. 

Class 2: Employees in this class represent the rank and 
file who, after they have been with the company a reason- 
able period of time with the prospect of their being re- 
tained, are permitted to open a salary account with a limit 
not to exceed two weeks’ salary. No deliveries are made 
on this account regardless of amount until the Pay Office 
which, incidentally, handles the salary accounts receivable 
ledger, has approved the check which enables us to con- 
trol the amount owing very nicely. 

Weekly deductions are made from the employee's salary 
in amounts ranging from $2.00 to $5.00. Such deduc- 
tions are determined by the amount owing and the em- 


ployee’s salary. 
* * * 


Cleveland, Ohio—Any employee who can qualify for 
a charge account, subject to the usual credit requirements, 
may open an account on the same basis as an outsider. 

Any employee, who cannot qualify as above described, 
may open a house account to the extent of two weeks’ 
salary, provided that he or she is employed six months or 
longer, and that the Superintendent’s Office record indi- 
cates permanent employment; and, of course, the record 
at the Cleveland Retail Credit Men’s Company must not 
contain derogatory information. 

Any new employee, or one who is employed less than 
six months, may open a so-called “Accommodation ac- 
count” for necessaries. Deductions are made from the 
pay envelope weekly on such transactions. 

These rules apply to buyers, assistants, and regular em- 
ployees alike, but of course the lower salaried group and 
the ones without financial standing are watched more 
closely. If accounts are not paid promptly, a message is 
sent through the house mail, requesting an interview, dur- 
ing which a satisfactory arrangement for payment is made. 
If this is not complied with, a deduction is made from the 
employee’s salary. 

a 

Portland, Oregon—It is our policy to allow 10 per cent 
discount to all employees who are placed on our regular 
pay roll. All house employees are allowed to charge 
against their salaries after they have been on the pay roll 
for 30 days. An employee may arrange for the deduc- 
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tion of some given balance or purchase made on the ac- 
count over a period not exceeding twelve weekly deduc- 
tions. 


All executives have monthly accounts opened for them 
as soon as they go on the pay roll. These accounts are to 
be paid monthly in full by the employee. If not so paid 
or arrangements made with the Credit Department, de- 
ductions are made from the salary to pay the same until 
the delinquency is eliminated. 


One of my assistants is responsible for all house ac- 
counts. Before pay day this assistant takes the statements 
out of the ledgers, indicates the amount he wishes deducted 
from the salary and receipts the bill for that amount. The 
bills then go to the paymaster where the deductions are 
made accordingly. 


When an employee is placed on the pay roll, the assist- 
ant in charge of house accounts takes the information from 
the application for employment and institutes a credit in- 
quiry to determine the credit responsibility of the individ- 
ual. Occasionally, we learn from this credit history that 
the subject has a record that is such that the Superintend- 
ent finds it necessary to release the employee at once. As 
soon as the credit report is obtained, the assistant places 
a credit valuation on the account, using symbols to desig- 
nate the amount of credit that the authorizer may extend 
on the account. In other words, if we find from the credit 
report that the employee has other bills in the city which 
are delinquent the account will be restricted to the amount 
of $15.00 or a week’s salary, in order that we are always 


protected. 
* 3 


Pittsburgh, Pennsylvania—All accounts for executives, 
buyers, assistant buyers and managers are carried in one 
ledger under the supervision of the credit manager. Such 
accounts must be paid within forty days from the date 
the statement is rendered. Otherwise, the discount which 
was given at the time of purchase is charged back to the 
accounts. Our collection percentage for this ledger aver- 
ages at least 80 per cent. 


Other employees throughout the store—the rank and 
file—have charge order accounts which are deductible 
from their salaries weekly. An employee earning $15.00 
weekly, employed in the store less than one year, would 
be granted credit up to $20.00 and if employed in the 
store more than one year he would be granted credit up 
to $30.00. In either case the deductions from the salary 
would be $4.00 per week. We use the following applica- 
tion: 


APPLICATION FOR CHARGE ORDER 
ACCOUNT 


To (Name of Store) 


I hereby apply for the privileges of a charge order ac- 
count and agree to conform to the rules and regulations 
now or hereafter in force with reference to the use of 
same. 


You are authorized, so long as I am in your employ, to 
make deductions from my salary in accordance with the 
Schedule of Credit appearing on the reverse side hereof, 
and to apply such deductions against my charge account. 

Should my employment at any time cease, the balance 
due on my charge account shall become payable forthwith, 
and you may apply against the same any salary then due 
me. If the amount of my charge account at that time is 
greater than such salary, I will pay the excess cash. 


ee 


20 





Milwaukee, Wisconsin—Applications must be recom- 
mended by Department Managers and approved by the 
Employment Manager, and are subject to final approval 
by the Credit Office. Employee accounts are kept in a 
separate set of ledgers, and are controlled by one person 
designated as the House Bookkeeper, but the billing is 
done by the regular bookkeepers on a bonus basis. An 
employee is permitted a charge account after four months’ 
continuous service. 

Terms are thirty days. Regular and part time extras 
may charge upon making special arrangements and bal- 
ances are deducted weekly. There being no inserts in 
authorization files for extras, all charges must be referred 
for an O.K. 

The House Bookkeeper is connected through a house 
charge phone direct with the Authorization Room. Ex- 
ecutives, buyers and assistants are provided with a special 
shopping card with their name and number and authority 
for discount. General employees must have a shopping 
pass authorized and signed by the head of the department. 

Limit on executives’ accounts is based on monthly 
salary; the limit for general employees is based on the 
weekly salary; however, we will permit the employee to 
charge up to two weeks’ salary. Where it happens to be 
a very old employee, additional credit may be arranged 
with the Assistant Credit man in charge. 

The Credit Office is notified by the Employment Man- 
ager before releasing any employee, so that unpaid balances 
may be protected. The House Bookkeeper cooperates very 
closely with the Pay Roll Department. All pay roll de- 
ductions are made under the supervision of the Assistant 
Credit Manager in charge of these accounts. 

Employee purchases on installment payment plans are 
carried in a separate tray in the Deferred Payment Divi- 
sion. These accounts are analyzed every 15 days. 

Der 
Districts 5 and 13 to Meet in Indianapolis 


Districts Five (Ohio, Michigan and the Province of 
Ontario) and Thirteen (Illinois, Indiana and Wisconsin) 
are planning a joint conference at the Claypool Hotel, 
Indianapolis, March 19, 20 and 21; Allison Koelling of 
the Merchants Association, Indianapolis, is General Con- 
ference Chairman. 

~Der 
Warning! 

A well-dressed woman iz alleged to have passed several 
worthless checks in Waco, Texas, during the latter part 
of December. 

She gave her name as Mrs. Harold W. Wolfe and her 
address as 912 N. 57th St., Los Angeles, Calif. Repre- 
senting herself as being in the Secret Service of the Im- 
migration Department of the Federal Government, she 
showed an immigration inspector’s badge (No. 618). She 
is said to be around 38 or 40 years of age and wore a size 
38 dress; about 5 feet tall, she spoke with a brogue or for- 
eign accent. 

The Better Business Bureau of Dallas is said to have 
issued advice that the Federal Bureau of Investigation is 
looking for a party operating in this fashion. 

“Der 
Position Wanted 


CREDIT AND COLLECTION MANAGER—Young man, 37, 
17 years’ successful experience with one firm, desires to 
make change. Licensed attorney, capable handling any 
phase credit work. Located in outstanding Tennessee 
city but willing to go elsewhere. Address Box 22, CREDIT 
Wor _p. 
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National Memberships Show More Gains 


EPORTS for the month of January again showed 
some very gratifying gains in new National mem- 
berships. New York City sent in 13, continuing 

in first place. Washington, D. C., and Portland, Ore., 
continued in second and third places respectively. Los 
Angeles moved up to fourth place, having sent in 7 new 
members, while St. Louis, with 10 new members, took 
fifth place. 

In addition, two new National units were formed during 
January: Monte Vista, Colo., and Salmon, Idaho. 


Local units reporting 10 or more new National mem- 
bers for the period of June 1 to January 31 inclusive are: 
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*New National Units Since Convention. 
e “¢ @ 
Monte Vista (Colo.) Goes “‘National”’ 


When sending in 19 new National members, Milton E. 
Stone, Manager, The Credit Bureau, Inc., Monte Vista, 
Colo., wrote: “We wrote each of our members advising 
them of your offer whereby they could receive The Crepir 
Wor_p and pay their dues on a monthly basis. 

“We further suggested that this might be included in 
their regular monthly statement from this office and we 
are glad to report 19 who will become members on that 
basis.” 

* * * 
A New National Unit in Salmon, Idaho 


Salmon, Idaho, a town of 3,000 serving a population of 
10,000, is the latest addition to our ever-growing list of 
National units. When sending in 12 new memberships, 
Mrs. E. B. Gaumer, Manager, Salmon Business Services, 
wrote: “We need all the help we can get along almost 
all lines of endeavor. Our educational problem is two- 
fold. We must not only educate the general public, but 
the retailer as well.” 
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February District Conferences 
District Two (New York and New Jersey) will hold 
its annual conference at the Hotel Seneca, Rochester, 
N. Y., February 20 and 21. Leonard Berry, B. Forman 
Co., Rochester, is President of the District. This gives 
promise of being a really educational conference, with a list 
of outstanding speakers, open forums, group sessions, etc. 


* * * 


District Six (Jowa, Minnesota, Nebraska, North Da- 
kota, South Dakota, Superior, Wis., and the Province of 
Manitoba) will hold its annual conference at Hotel Corn- 
husker, Lincoln, Neb., February 19, 20 and 21. H. R. 


Amos, Magee’s, Inc., Lincoln, is District President. 


* * * 


District Seven (Arkansas, Kansas, Missouri and Okla- 
homa) has its annual conference scheduled for February 
19, 20 and 21 at Hotel Connor, Joplin, Mo. R. C. War- 
ren, Arkansas Power & Light Co., Pine Bluff, Ark., is 
District President. Many local associations are sending 
large delegations to Joplin, Kansas City already having 
a delegation of 41, whose transportation costs are being 
defrayed by the Kansas City local. 


* * * 


District Twelve (Delaware, District of Columbia, 
Maryland, Pennsylvania, Virginia and West Virginia) 
will meet jointly with the Columbia Regional Conference 
in Washington, D. C., February 13 and 14, at the May- 
flower Hotel. Abe Coonin of Wm. Hahn & Co., Wash- 
ington, D. C., is President of District Twelve. 


Membership Blank 


National Retail Credit Association 
1218 Olive St., St. Louis, Mo. 


I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 
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What Is the Most Important 
Retail Credit Problem for 1939? 


S WE announced in the last issue, the re- 
sponses to this, the annual question, for the 
third consecutive year put “Credit Control” 

at the head of the list. In the tabulation of answers, 
66.7 per cent put “Credit Control” as first, while 
13.9 per cent answered “Credit Sales Promotion.” 
“Scattering” answers accounted for the remaining 
19.4 per cent. 


Many of the answers were published last month. 
A number of others are given herein while the sym- 
posium will be concluded in the March issue. 


Build Volume—With One Eye on Credit 


Fundamentals 


As in the past, managers of credit sales must during 
this year, endeavor to build sales to the greatest possible 
extent commensurate with efficiency and the developing 
business situation. 

It will also be well for us to look back to fundamentals 
and realize we have as our duty the protection of our 
firm’s assets represented by accounts receivable. 


Installment terms should be kept in due bounds and 
the progress made during the previous year in this re- 
gard should be held and consolidated. 

We will assist business in general by remembering the 
duty we owe to all our cash and prompt pay customers 
by not countenancing such terms as give an undue advan- 
tage to those desiring an unreasonable time in which to 
liquidate their obligations—O. M. Prentice, Manager 
of Credit Sales, David Spencer, Ltd., Victoria, B. C. 


Credit Control 


As usual the paramount problem in retail credit for 
this year, or any other year, is Credit Control. When 
we use the words Credit Control, we should mean to seek 
for our respective establishments all of the credit business 
that can be obtained ; however, only opening accounts for 
those whose credit rating justifies them, and at all times 
keeping a control on all credits, not only for new accounts 
but the entire Accounts Receivable. 

Personally, in our store, we have found the aging of 
Accounts Receivable, monthly, to be the most effective 
way of keeping our customers from buying beyond their 
ability to pay as, through age analysis, we have a picture 
of the account, not only of the total balance, but at a 
glance the age by months.—Louis Selig, Treasurer, Rosen- 
field’s, Baton Rouge, La. 


Build Greatest Volume Within Control Limits 


With the uptrend in business, it seems to me an im- 
portant problem for 1939 is to so analyze and classify 
from our active and inactive accounts and credit reports 
the paying habits of our credit customers that we may 
offer them the fullest facilities of open thirty-day credit, 
coupon or budget buying. 
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By doing so, we can secure from potential credit cus- 
tomers the greatest purchasing volume with limits and 
terms so controlled as to insure payment on a more 
prompt and profitable basis—J. L. McGhee, Manager 
of Credit Sales, Auerbach Company, Salt Lake City, 
Utah. 


To Curb the “No Down Payment” Idea 


To control installment sales especially on soft merchan- 
dise, curb the no-down-payment idea, which causes peo- 
ple to assume obligations beyond their ability to meet. 

Too much leniency tends to cheapen credit; retards 
progress rather than helps it. Credit should be extended 
wisely and based upon facts rather than imagination.— 


E. F. Horner, Credit Manager, Kline’s, St. Louis, Mo. 
How to Establish Safe Limits 


In my opinion, the most important retail problem for 
1939 will be how far to go financially with the applicant 
—how to establish a safe limit. I think that the ma- 
jority of concerns do not give this part of credit granting 
the attention they should and, as a consequence, one can 
check through the files of some companies and quite often 
find where a man making a salary of $15 per week is 
sold, through the budget department, anywhere from 
$100 to $200 worth of merchandise at from $1.50 to $3 
per week—the same merchandise being sold on thirty- 
day terms to regular customers. 

I am of the opinion that an account should be limited 
according to a man’s income and his weekly liabilities 
for living expenses, For instance, a man making a salary 
of $15 per week, with a wife and two children, credit 
report showing that he pays regularly, should be limited 
to, say $50, this amount to be reduced or increased ac- 
cording to the above. 


This is given merely as an illustration and, of course, 
a man having more income and. less liabilities should be 
granted considerably more credit, whereas a man with 
more income and more liabilities should perhaps not be 
granted any more credit than the man quoted above.— 
L. R. Christie, Secretary-Treasurer, United Oil Corpora- 
tion, Columbus, Ga. 


“Co-ontrolation” 


In answer to “What Is the Most Important Retail 
Credit Problem for 1939?” I would like to coin a new 
word—‘“Co-ontrolation.” In my opinion the question of 
control is just as important as ever, even though we feel 
that some strides have been made in this direction. The 
amount of credit granted has a direct bearing on the 
velocity of money circulation, and if it is allowed to run 
rampant, will unquestionably result in reaction. The fac- 
tor of co-ordination will, I think, come more prominently 
before us in 1939. In order to exert proper control over 
credit policies, it is essential that our ideas be co-or- 
dinated, and that all granters of credit work to an or- 
ganized plan.—Eric Marsden, General Manager, Ster- 
ling Food Markets, Ltd., Vancouver, B. C. 
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Credit Control 


This is my idea of the most important credit problem 
for 1939: Credit, controlled, has the subservience of a 
million slaves. Uncontrolled, it is a force for destruc- 
tion. In fat years, we grow careless and we relax con- 
trol. In lean years which follow, we attempt to scurry 
back to take up control, many times to find we waited 
too long. 

Mora: KEEP EVERYTHING UNDER CONTROL!— 
John Mason, Manager, Morgan Plan Company, Mobile, 
Alabama. 


Installment Credit Control 


The most important retail credit problem for 1939, in 
my opinion, is the relation between open account sales 
and the growing trend of the buying public toward in- 
stallment purchases. It becomes increasingly important 
to view carefully the ability of credit applicants to meet 
both the installments jncurred, and the open account ob- 
ligation.—J. Earl Pettit, Credit Manager, Indiana Lum- 
ber & Manufacturing Co., South Bend, Indiana. 


“Let’s Get Back to Sanity” 


My answer is, “Sell only those persons who can afford 
to buy anything, open account or installment, so as to 
leave them a little, after payments are made, for the 
savings account.” 

My comment on this is: “Everybody, that is, all 
merchants, has gone wild for volume, taking no thought 
whatever of who will support that family if sickness, 
accident and lay-offs come. As a result, we have millions 
now steadily employed who have mortgaged incomes far 
in advance, who if they were laid off or had a long siege 
of sickness or accident, would be forced on relief.” 

Let’s get back to sanity and old-fashioned frugality— 
in other words, the “horse-and-buggy” days, and stop all 
this relief problem.—Byron De Forest, Collector of Bad 
Bills and Manager, Great Falls Credit Exchange, Great 
Falls, Montana. 


Control of Accounts With Government Project 
Employees 


The consideration of opening new accounts or the con- 
tinuance of accounts now on ledgers with Government 
Project employees, in face of curtailed Government ac- 
tivity in such work as has been announced.—F. W. 
Kelley, Credit Manager, Shell Petroleum Corporation, 
Chicago, III. 


To See That Every Customer Receives a Max- 
imum of Credit—While Avoiding Un- 
necessary Credit Losses 


Since our company does most of its business on the 
budget plan, my opinion of what is the most important 
retail credit problem for 1939 may not apply to stores 
that do the bulk of their business on a thirty-day charge 
account basis. Our major problem will be: In the 
face of improving industrial conditions to see that every 
customer receives a maximum extension of credit. 

To put such a policy into force after a period of re- 
cession, during which many credit applicants were out 
of employment and therefore were “poor pay,” will 
necessitate decisions on many border-line cases which in 
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turn puts the credit manager in the difficult position of 
protecting his store’s good will through fair decisions 
while, at the same time, avoiding unnecessary credit 
losses through undue optimism.—B. J. Lindberg, Credit 
Manager, Spear & Company, Pittsburgh, Pa. 


Promotion of Use of Credit by Responsible 
People 


In my opinion, the most important retail credit prob- 
lem for 1939 is the promotion of the use of consumer 
credit by responsible people as a factor in extending re- 
tail markets.—Robert A. Ross, Credit Manager, Nei- 
man-Marcus Co., Dallas, Texas. 


Creating New Charge Business 


People are becoming more and more credit conscious 
and everything points to still larger credit volume. In 
my opinion, “Creating New Charge Business” and so 
building for the future will be a problem for 1939. 
Things are being done today which we thought un- 
ethical and unbusinesslike a few years ago. Business is 
going ahead and we must be prepared for it. Of course, 
we must not permit enthusiasm or desire to interfere with 
the extension of credit on a sound and profitable basis. 
Credit control follows and is, in my opinion, the next im- 
portant problem.—A. C. Wehl, Credit Manager, Gimbel 
Brothers, Milwaukee, Wisconsin. 


Educate the Public to the Value of a Good 
Credit Record 


The credit executives must educate the public to the 
value of a good credit record. “They must educate the 
public to live within their income by not buying “desires” 
on the installment plan but waiting until their income 
justifies the purchase of an article on the installment 
basis—J. G. McBride, Controller, Geo. Innes Co., 
Wichita, Kansas. 


Securing Accurate, Late, Reliable Credit 
Reports 


From the oil company viewpoint, the great problem is 
that of securing accurate, late, reliable reports concern- 
ing the credit of individuals residing in the smaller centers 
or rural districts—the problem of giving credit reports in 
small towns comparable to those furnished by those af- 
filiated units of your organization which are located in 
cities —M. C. Roberts, Credit Manager, Tidewater As- 
sociated Oil Co., Tulsa, Oklahoma. 


Raising the Tone of Credit and Installment 
Advertising 


As a supporter of sound credit I think the most im- 
portant retail credit problem for 1939 should be a decided 
trend toward raising the tone of credit and installment 
advertising. 


The dangerous tendency to allow terms to sell the 
merchandise should be replaced. The story of the 
merchandise should promote the sale, but the terms should 
inform the customer that the store will accommodate 
payment plans to fit his budget.—Erwin Kant, General 
Credit Manager, Ed. Schuster & Co., Inc., Milwaukee, 
Wis. 

(Continued on page 30.) 
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Credit Department Letters 
By. Danial 9. Hannefin 


AVING preached in these pages (since 
March, 1935) the gospel of better letters, 
and the advantages of writing businesslike 

collection letters, it is refreshing to find others who 
are, likewise, working to improve the collection 
letters of retailers. Below we quote an article 
headed “Casper Milquetoast—Collector” which 
was published in the /dea Circulator, the Bulletin 
of the Mountain States Lumber Dealers Associa- 
tion, Denver: 


Many collection letters are written, and many per- 
sona! requests for payment are made, in an apologetic 
manner. The implication is that the debtor would be con- 
ferring a great favor by paying his account. Does this 
“milquetoast” attitude really get the best results, either 
from the, standpoint of collections or of holding trade? 
It is the considered opinion of many experienced credit 
men that the apologetic attitude in collections is unwise 
on several courts: 

1. From the angle of collections alone it is not the most 
effective approach. 

2. It side-steps the real issue—meeting an obligation 
according to terms. 

3. It educates the debtor in the wrong direction and 
does not encourage him to mend his ways. 

A customer’s credit education is, largely, the sum of his 
éredit experiences with merchants. If most of those with 
whom he deals pay little attention to their credit terms, 
how can he be expected to heed them? If they assume the 
attitude that he is doing them a favor by paying his ac- 
counts, even though long overdue, he will eventually be- 
lieve it himself. 

Merchants should, to a large extent, blame themselves 
for the disregard of terms shown by customers. It is ad- 
mitted that debtors assume a very different attitude re- 
garding their obligations to banks. This is simply because 
banks have educated them properly. The bank insists on 
respect for due dates and makes no apology for calling 
the matter to the attention of the borrower. 

Good results are secured at times by giving some rea- 
son for asking for payment by a certain date but, generally 
speaking, the fewer alibis the better. The emphasis should 
be on the terms of sale. Firmness and insistence on respect 
for terms are not inconsistent with courtesy. One need 
not—in fact, should not—be discourteous at any stage in 
the collection game. 

Some merchants who have a very good credit policy 
have a very poor collection policy. The two should not be 
confused. Because they believe that “the best time to make 
a collection is when you make the sale,”’ and because they 
do a good job at that time, they are apt to become lax in 
the follow-up after the due date. The method of follow- 
up—its promptness and persistence—is the measure of the 
collection policy. 


i Pay Day! 


Let us not congratulate ourselves unduly because we 
are good credit men. When we can say we have a good 
credit policy, and an efficient collection system, then in- 
deed may we take a bow! 


Please read also the article by Mr. Dakins, 
“What Not to Say in Business Correspondence,” 
which appears on page 26 of this issue. I am will- 
ing to guarantee that you will find it very refresh- 
ing and enlightening. His list of “horrible ex- 
amples” is enough to make anyone stop and con- 
sider and his explanatory remarks are worth read- 
ing and adopting. 

Figure 1 (opposite page) shows a letter, sent 
customers who have completed payments on their 
contracts, which has brought excellent response. 
Figure 2 is a letter opening new accounts. 

The calendar used on the statement in Figure 3 
is a novel idea, showing the customer, at a glance, 
how much overdue is his account. Figure 4 is a 
good collection notice used by a chain of service 
stations. 





Figure 5 shows a new idea—a personalized col- 
lection notice on a statement. Mr. Max Lichten- 
stader, Credit Manager of Kempners’, writes the 
following message on a slip of paper and clips it 
to the statement: “Mrs. . . . Absolute confidence 
in your integrity, our very first impression of you, 
is still unshaken. This is a just debt and so is never 
too late to pay. Please keep faith. Mr. Max, Cr. 
Mer.” 


A New Collection Sticker! 


Here is a new sticker 


which has been added 





ey. to our Standard Series. 
a\e 
CBS It can be used effec- 


tively as a statement or 
letter sticker. Because 
of its message, it lends 


The 10th 


of the Month 
Is the Merchants’ and 


J) Professional Men’s 


itself also to the use of 
hospitals, dentists and 
physicians. 





Paying bills prompt- 
ly maintains a good 
credit record. 


_—<—<—<—.-. 


Printed in one color, 
royal blue, on white 





gummed paper. The 
price is $2.00 a thou- 
sand. 

















Order from the National Retail Credit Association, 
1218 Olive Street, St. Louis, Mo. 
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RETAILERS FOR FIFTY YEARS 
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SHEBOYGAN, WIS 


Mr. John Jones 

1800 No. 2ist Street 
Sheboygan 

Wisconsin 


Dear Mr. Jones: 


It was a pleasure to be of service to you In your 
recent purchase of a radio. Your payments were made 
with regularity and vromptness--so kindly accent our 
sincere “Thank You". 


At this ‘time of the year when one feels a kindliness 
toward all the world and we all have the desire to make 
others happy we add not only our best wishes of the 
season but the promise to you of the best in merchandise, 
price and courteous service. 





We offer to you the services of our Credit Department 
and invite you to visit us often. Probably you could 
use a Letter of Credit to good advantage now--we will be 
gad to arrange it for you.) 


Letking forward to the opportunity of being of service 
te you again, we ere 


Yours very truly, 
P co. 


Ernest on 





—— 
JAMES W. McA LISTER 
Zan Mess at Pest ey San Ftanciice r 


Januery 24, 1939 


® 


Mr. Williem Haywerd 
1350 Jones Street 
San Frenciseo, California 


Deer Mr. Hayward : 


Thank you for the Opportunity offered us to heve 
your account. For your convenience and identification 
we enclose your credit cerd, ; 


We are pleased to extend to you the facilities of 
our organization, for purcheses on the usual credit 
terms esteblished in this community. as is customary 
your stctement will be sent to you on the first of the 
month, and payment thereof is required by the tenth, 


It ie our aim to serve your every motor car need, 
and our sincere wish thet our business relationship will 
be long and mutually satisfactory. 

Sincerely yours, 


JAMES W. McALISTIR, Iv, 


EH. 
Cr 





NORTHEAN 





CALIFORNIA CHRYSLER AND PLYMOUTH DISTRIBUTORS 


lieeietiaembeestteen ct at 


ELEVENTH STREET aT BROAD 
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Chattanooga Tenn. Janwry 1,19309 
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TSe 


M 


sresessesesess 
Seeeeeeeeeenereeee 

seeeeeeeeeeeeeee 
OUR TERMS ARE 30 DAYS 


To Bill Rendered 




















FEBRUARY, 1939 


25 





What Not to Say 


In Business Correspondence 
By J. G. DAKINS* 


Credit Department, British-American Oil Co., Ltd., Toronto, Canada 


writing letters—successful letters—that keep 

friends, bring in new customers, collect accounts! 
Naturally, you'll want your letters to represent your firm 
and its policies in a most favorable light and to secure the 
desired action with a minimum of waste motion. 


\ S CREDIT GRANTERS, we are all interested in 


So it is that a consideration of the art of successful let- 
ter writing involves not only the study of those methods 
which are accepted as preferable, but also an examination 
of those practices, words and phrases which should be 
avoided. Our talk today deals particularly with that phase 
of the subject and so we consider “What not to say in 
business correspondence.” 

The art of writing business letters is largely a matter 
of the man himself. A man must know grammar; he must 
know words. These factors can be secured from books. 
But a man must know also—the technique of his job, and 
he must THINK. 

When you start to dictate, be perfectly sure you know 
all the details connected with the case before you. Have 
all the necessary material in front of you. 

TuHink. Think about what your reader wishes to 
know; think about how you can best serve his interests; 
think about putting yourself in his place and what you 
would wish to know if the conditions were reversed. For- 
get the “I, me, my, mine, we and ours” and substitute 
“you” and “yours.” Then go ahead and talk your story 
in a clear, logical way, as though you were talking to a 
public school pupil who knows little or nothing about busi- 
ness. 

TALK Your Messace. If you will forget absolutely 
that you are dictating, and talk courteously, clearly and 
concisely, your letters cannot help being far more effective 
than if you settle back in your chair, gaze out of the win- 
dow, and say—“Er, er, Miss White, take a letter to Jones 
& Brown: ‘Dear Sir, in reply to your esteemed favor of 
recent date, I beg to advise-—” and so on and so forth. 
You would not say that over the telephone or face to face 
with Mr. Jones or Mr. Brown, would you? Why, then, 
put this humdrum stuff on paper where it will be a per- 
manent record of antiquated letter-writing methods? 


Things to Avoid and Not to Say 


How imperative it is that a letter should be different in 
order that it may receive even passing recognition today. 
APPEARANCE, of course, plays a heavy part in the recogni- 
tion granted, but the potent factor in the business letter 
today is—THE OPENING PARAGRAPH—THE FIRST SEN- 
TENCE. 

Men and women are too busy to read nonessentials like 
superfluous words and eighteenth-century diction. They 


*An address before The Associated Credit Managers of 
Toronto, November 28, 1938. 
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will read, however, concise, to-the-point, dynamic sen- 
tences which tell them in a man-to-man way something 
about their business and their interests. 

The job then of the first words of a letter is to compel 
the immediate favorable attention of the reader, and it 
must obtain the reader’s confidence. One of the surest 
ways of accomplishing this is to word your beginning so 
that there can be no doubt in the mind of the reader that 
he is the one primarily to benefit by the message. 

It is absolutely necessary that the opening sentence 
should radiate the “You” attitude. The initial words of- 
fer the point of contact between writer and reader. They 
should, therefore, get into step with the reader at the out- 
set by talking about him and not the writer. 


1. AVOID BEGINNING WITH “WE” 


Although it is not wrong to begin with “we,” especially 
after some correspondence has passed through which the 
point of contact has already been established, it is good 
business to eliminate this as much as possible. FE.g.: “We 
can offer the following terms.’’ Say instead: “You are 
entitled to the following terms.” 


2. AVOID BEATING ABOUT THE BUSH 


Get down to business at once without resorting to what 
are sometimes called “warming-up” exercises. Remember: 
Begin to tell your story promptly. E.g.: “We have your 
letter of the 26th about your courtesy card which has been 
mislaid and wish to say that we have sent another card to 
take its place today.” Say instead: “Another courtesy 
card is enclosed to take the place of the lost one, mentioned 
in your letter of May 26.” 


3. AVOID NEGATIVE OPENINGS 


Negative openings antagonize the reader at the very 
start and defeat the purpose of your letter. E.g.: “You 
haven’t replied to our many letters about your overdue ac- 
count.” Say instead: “Did you receive our letters of 


November 9, 15 and 20?” 


4. AVOID BEGINNING WITH TIMEWORN, 
UNINTERESTING EXPRESSIONS 
E.g.: Use: 

“We are in receipt of ...” “Thank you for your let- 

ter.” 

“Your letter of May 25 
gives us just the infor- 
mation we seek.” 

“Tt will be quite all right 

for you.” 

“Will you please send . . .” 


“Your favor has been re- 
ceived.” 


” 


“With reference to... 


“We wish to ask...” 

The reader is not so interested in the fact that his letter 
has been received or that you wish to say something, as he 
is in what you are going to do for him. 
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5. NEVER BEGIN WITH PARTICIPIAL 
EXPRESSIONS LIKE THESE 

“Referring to your letter of the 26th.” “Complying 
with your request of the 26th.” “Acknowledging receipt 
of your letter.” “Confirming our telegram of this morn- 
ing. 

These are weak, hackneyed and uninteresting. Avoid 
as you would a pestilence the PARTICIPLE as the first word 
of your letter. Use instead: “Your order for furniture 
will be shipped on December 1.” “As requested in your 
letter of October 26th.” “From your letter of the 26th 


it is evident that...” “This morning we sent the follow- 
ing telegram.” 


FIVE WAYS ANY OF WHICH MAY BE 
EMPLOYED IN BEGINNING A 
LETTER EFFECTIVELY 
Start with: 


1. The suspject of the letter, as “Your statement of 
June 1 is enclosed as requested in. . .” 

2. The “You” attitude, as “You have every right to be 
a bit disturbed because .. .” 

3. A PERTINENT QUESTION, as “Will it be possible for 
you to let us have... ?” 


4. A DEFINITE, to-the-point STATEMENT, as “Thank 
you for your courteous letter of November 5.” 

5. A courteous REQUEST or COMMAND, as “When you 
receive this letter will you please tell us... ?” 


How to Close a Letter 


If our opening paragraph has compelled attention and 
the content of the letter is interesting, the all-important 
factor then is the closing sentence—the focalizing in a few 
words of the message of the letter and the adding of an 
urge to respond. 


Let us close promptly, gracefully and specifically, and 
in such a way that the reader will act as the writer wants 
him to act. 

First, then, avoid closing sentences that are too general. 
E.g., “Your reply will be appreciated.” Make it easy for 
the reader to act. Specific statements or questions will 
help him. Secondly, always avoid closing with moss- 
grown phrases like “Thanking you in advance for your 
cheque, we are.” “Assuring you of our cooperation.” 
“Hoping to hear from you by return mail, we are...” 

Of course a letter should not end too abruptly, and 
there should be an element of courtesy in the closing urge, 
but certainly these phrases which have been so long em- 
ployed and so much abused have lost all meaning, and 
actually are pitifully weak. Would a salesman, after 
booking an order, bow to his customer, saying, “Thank- 
ing you for this business and trusting to receive a con- 
tinuance of same, I bid you good-day”? No! Why, 
then, put a bewhiskered diction in writing where it will 
be a lasting record of a commonplace system ? 


FOUR WAYS, ANY ONE OF WHICH MAY BE 
EMPLOYED IN CLOSING A LETTER 
EFFECTIVELY 

Close with: 
1. A DEFINITE to-the-point STATEMENT, as “If we can 
be of further service to you, please tell us.” 
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2. A courteous REQUEST, as “Will you please write us 
before Saturday?” 

3. A courteous COMMAND, as “Please use the enclosed 
envelope in replying.” 

4. A pertinent QUESTION, as “Can you arrange to do 
this?” 


Courtesy—The Business Builder 

Someone has said that “Courtesy is the oil of business” ; 
courtesy is to business what oil is to machinery—it reduces 
friction. Courtesy is the spirit which shows a desire to 
play fair—a desire to consider the other fellow’s troubles 
and help him. It is the expression of one’s good inten- 
tions in such a way to the reader that he in turn expresses 
his good intentions toward the writer. All this goes to- 
ward building goodwill, which is the very foundation of 
every successful business. With this in mind, it is obvious 
that we should strive diligently to omit from our letters 
anything that even savors of discourtesy. 

1. Suggest rather than command: No one likes to re- 
ceive a letter in which it is said: ‘““You must know.” “We 
must ask.”” These are unpleasant and antagonistic. It is 
better to say: “What would you think of a person... ?” 
“Perhaps you could arrange to call on us before Satur- 
day.” 

2. Keep your temper: No one else wants it. Never let 
a letter go out that was dictated when you were in a dis- 
gruntled frame of mind or when rage was in your heart. 
A calm, dignified, courteous, human letter is best. 

3. Avoid sarcasm: It has no place in business letter 
writing. It indicates lack of self-control ; and this in turn 
displays weakness. 


4. Be sincere: Use specific words which show your de- 
sire to be of service and your consideration for the reader’s 
position. Such expressions as “We are always glad to 
serve you.” “It gives us pleasure to help you” are human 


—goodwill builders. 


Remember there is no letter so discourteous that it 
justifies a discourteous answer. That a discourteous letter 
is a permanent record of the writer and of his firm. That 
we are in business for business and not for prizefighting. 


Hackneyed Expressions 

The use of stereotyped expressions represents a practice 
in business letters which is non-constructive. It suggests 
indifference and boredom on the part of the correspondent. 
Because it is a practice acquired by young business men 
through hearing their elders use jargon, it can be char- 
acterized as “writing from one’s ears” rather than from 
one’s mind. The fact that hackneyed expression is more 
characteristic of beginnings and endings of letters suggests 
that many correspondents begin to dictate before they be- 
gin to concentrate and continue when they have nothing 
to say. 

1. “According to our records.” This is obvious. Any- 
one knows you get information from your records. “We 
find”’ is better. 

2. “Advise.” The most overworked word in business. 
It means “to give advice” not “to inform or tell.” 

3. “And oblige.” This is awkward. 

4. “As per.” E.g.: “As per your request.” Say “As in- 
dicated in.” It is better not to mix languages. “Per” is a 
Latin preposition. 

(Continued on page 30.) 








Credit News Flashes-- 
Personal and Otherwise 


New Orleans’ Annual Election 
At the recent annual election of the Retail Credit As- 
sociation of New Orleans the following officers and direc- 
tors were named: 
President, Ernest E. Dellucky, Marks Isaacs Co. ; Vice- 
President, George J. Springer, Katz & Besthoff, Ltd.; 





Secretary, Ellis J. Petrich, New Orleans Public Service, 
Inc.; and Treasurer, K. F. Blue, Foundation Finance Co., 
Inc. 


Directors: Joseph H. Bergeron (retiring President) ; 
E. F. Burke; C. A. Cassler; A. J. Rhodehorst; J. N. 
Perret; H. Craft, Jr.; and Gerald E. Tell. Shown in the 
photograph (left to right) are: Standing—FEllis J. Petrich 
and K. F. Blue. Seated—Joseph H. Bergeron, Ernest E. 
Dellucky and George J. Springer. 

- 


Marshalltown Credit Women Entertain Bosses 

At its recent annual meeting the Credit Women’s 
Breakfast Club of Marshalltown, Iowa, gave a dinner to 
which all the “bosses” were invited. Harland C. Bush, 
Secretary of the Retail Credit Association of Des Moines, 
was guest speaker. 

Newly elected officers and directors of the club are: 
Erma Arnold, President; Rose Nance, Vice-President: 
Margaret Young, Secretary-Treasurer; Directors: (in 
addition to the officers) Virginia Flower (Past Presi- 
dent) ; Evelyn Johnston; Bernice Barles; and Mrs. L. 
Minnie Hamilton. 

* . * 

The Ottawa Credit Exchange, Ottawa, Canada, re- 
cently held its annual banquet which was attended by 
more than 400 leading business and professional men of 
the city. Roy E. Baylis, Credit Manager of the T. Eaton 
Co. Ltd., Toronto, was the guest speaker, his subject be- 
ing ‘Cooperation in Life and Business.” During the 
course of the dinner it was announced by F. A. Matatall, 
Secretary, that the membership of the Exchange now num- 


bers 575. 
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Des Moines Association Elects 

The Retail Credit Association of Des Moines, at its 
annual meeting December 13, elected the following of- 
ficers and directors: President, Frank M. Cummins, Des 
Moines Ice and Fuel Co.; Vice-President, Miss Ruby 
Taylor, Green Foundry and Furnace Works; Treasurer, 
George D. Jorgensen, Iowa-Des Moines National Bank 
(reelected for third term); and Secretary, Harland C. 
Bush (reelected). 

New Directors: Frank Yocum; S. Roscoe Graham; 
and Ross Carrell (reelected). Directors holding over are 
David D. Bolen; John S. Borg; George D. Jorgensen; 
Lawrence R. Pearce; Miss Ruby Taylor; and Frank M 


Cummins. 
* * #* 


Send in Names of Good Speakers 
Members and secretaries are requested to send in the 
names of good speakers—credit managers, merchants and 
bureau managers—who might be available on call, for 
other associations in nearby territory. The National Of- 
fice desires to compile a list of such speakers. 


« * * 


Lincoln Credit Women Elect 


The Credit Women’s Breakfast Club of Lincoln, Neb., 
recently elected the following officers who are shown in 





the photograph (left to right): President, Elizabeth 
Morris; Treasurer, Betty Brehm; Vice-President, Mar- 
jorie Hagarity; and Secretary, Eleanor Murray (not 
shown). 
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IN MEMORIAM 





Charles A. Caldwell 

Charles A. Caldwell, Credit Manager of the Dallas 
Gas Co., Dallas, Texas, and Second Vice-President of the 
Dallas Retail Credit Men’s Association, died January 20 
after several months’ illness. He was a charter member 
of the Dallas Asseciation and a past President of that 
organization. Always keenly interested in local, State and 
National affairs, he had served as Membership Chairman 
for both the local and State Associations and served as 
Southern Regional Membership Chairman for the Na- 
tional in 1937. He was an enthusiastic supporter of the 
proposal to hold the National Convention in Texas in 
1940. 


* ** is 


Oscar L. Johnson 

Oscar L. Johnson, a long-time resident of Denver and 
General Credit Manager of the Gano-Downs Company 
of that city, passed away January 17 at the age of 38. 
A graduate of the University of Denver, he started his 
business career with the Gano-Downs Co., in the Credit 
Department, later being transferred to the Men’s Cloth- 
ing Department. In 1931, he became Assistant Credit 
Manager of The May Company, Denver, where he re- 
mained until February, 1937, when he was called back 
to Gano-Downs to become General Credit Manager, con- 
tinuing in that position until his death. A loyal and 
enthusiastic member of the National Association, he fre- 
quently referred to The Crepir Wor tp as the “Credit 


Manager’s guide.” 
* * * 


Donald W. Miller 
Donald W. Miller, 47, President of Miller & Paine 
(department store), Lincoln, Neb., was reported missing 
in the disaster of the seaplane “Cavalier” off the coast 
of Maryland, January 21. He had just completed a 
buying trip in the New York market and he and Mrs. 
Miller had started off on what was to have been a short 


vacation. 
* * * 


Frederick L. Davies 

Frederick L. Davies, Manager of the Credit Refer- 
ence Exchange, Inc., Chicago, died suddenly January 15 
at the age of 69. In addition to being manager and 
owner of the Chicago Credit Bureau, he was Secretary 
of the Associated Retail Credit Men of Chicago, of which 
he was one of the founders (and the only secretary), and 
President of the Associated Credit Bureaus of IlIlinois. 
Well-known in credit and credit bureau circles, he was a 
regular attendant at all National Conventions. His 
widow, Mrs. Janet Davies, and a brother, Edgar Davies, 
survive him. 

*“* * 

The Nashville Retail Credit Association recently 
adopted resolutions of condolence on the death of Nathan 
B. Blackford, a charter member and a member of the 
first board of directors of that organization, who passed 
away October 19, 1938. He was Manager of the Mer- 
chants’ Adjustment Bureau of that city. 
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The Progress of Credit Schools 


Thirty-eight cities in the United States and Canada are, 
at the present time, conducting credit schools in coopera- 
tion with the National Retail Credit Association. There 
are 2,190 students enrolled and the new textbook Retail 
Credit Fundamentals by Dr. Clyde Wm. Phelps is being 
used by all of the schools. Following is what Mr. Geo. 
K. Fried, Manager of the Merchants Credit Bureau of 
Youngstown, Ohio, has to say about the credit school in 
his city: 

“Last night we held our second session of the credit 
school. Mr. C. A. Brandes, Credit Manager of the M. 
O’Neil Company, Akron, Ohio, was the lecturer and 
spoke for about forty-five minutes. After this we devoted 
about an hour to discussion. The meeting, like the first, 
was very successful. 

“The N. R. C. A. is to be commended for taking the 
initiative in encouraging communities to sponsor credit 
schools. The material which you furnished was verv 
helpful in aiding us to plan our curriculum. If the N. R. 
C. A. does not do another constructive thing during the 
year 1939, its program of credit schools will justify its 
existence. 

“The students enrolled represent almost every type of 
business in the city. The enrollment is made up of Credit 
Managers, Assistants, and Credit Bureau employees. In 
some cases, salesmen have enrolled because they felt that 
a better understanding of the credit problem would en- 
able them to do a more intelligent job of selling. 

“When we planned the course, we felt if we could suc- 
ceed in interesting thirty-five to forty people, we would be 
quite satisfied. The enrollment has reached ninety and I 
am gratified. If space permitted, and benefiting from the 
experience, we could have enrolled 150 students.” 

A list of cities, with the number of students enrolled, 
follows: 


New Orleans, La......... 255 Upaleth, BEGOR. «in. cece 50 
i a a re eee 
Milwaukee, Wis. ........ 115 Victoria, B. C. Can. ..... 44 
Peemene, GRO. oi cccccsss 101 Battle Creek, Mich. ...... 43 
EPRVOEONG, TAs ce ck ccwes's 96 Binghamton, N. Y. ...... 42 
Youngstown, Ohio ...... 94 Fort Smith, Ark. ........ 39 
Oklahoma City, Okla. ... 77 Santa Barbara, Calif. .... 35 
Vancouver, B. C. Can. ... 77 Waco, Tex. ......... ak 
po a rer ee 72 Wichita Falls, Tex. ..... 30 
BO, TO occ tcecesnes 65 South Bend, Ind. ........ 27 
Ge, Laas, BE occ ccvcsies Oe - Fes We bexaeescveds 26 
Pomtiac, BEIGR. .2..2000% 61 Lynchburg, Va. .......... 26 
re @ i Fam, Te. ........ . 3s 
Schenectady, N. Y. ...... 60 Toronto, Ont. Can. ..... 25 
Memphis, Tenn. ......... 58 St. Joseph, Mo. ....... oe 
Council Bluffs, la. ....... SS Gee Bee, Cee ....05 
SS ee OO. HI, Be. Bas cc ccccsse 
Cedar Rapids, Ia. ........ 53. New Haven, Conn. ...... 25 
Sacramento, Calif. ....... 50 Attlesboro, Mass. ........ 25 


Now is the time to start a credit school in your city! 
For information write Arthur H. Hert, Secretary, Na- 
tional Retail Credit Association, St. Louis, Mo. 

“er 
A Correction 

In the article “Do Present-Day Credit Risks Differ 
from Credit Risks of the Past?” published on page 18 of 
the January issue we inadvertently gave the author’s 
name as Joseph A. Smith. The author was Joseph A. 
White, Vice-President, Harris Stores Co., Pittsburgh, Pa. 
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What Not to Say in Business Correspondence 


(Continued from page 27.) 

5. “At an early date’—“At your earliest convenience.” 
Intended to convey the idea of haste, but is indefinite. 
The mention of a specific date is more forceful. 

6. “At all times.” “Always” is shorter. 

7. “Attached find’’—“Attached hereto.” Say ‘Attached 
is.” He will find it. 

8. “Awaiting your reply.” A weak, sliding-off close. 
Say “May we have an answer at once?” 

9. “Beg.” Let’s be too proud to beg. We're not in 
that business. 

10. “By return mail.” “Immediately” or “at once’ is 
better, 

11. “Enclosed herewith’’—“Enclosed please _ find.” 
“Enclosed is” is more effective, and then arrange the en- 
closure so he doesn’t need to hunt for it. 

12. “Favor.” A letter is a letter, not a favor. “Favor” 
is not interchangeable with letter or order. 

13. “For your information.” Not necessary. 

14. “In reply, wish to say, would state.” Just go ahead 
and say it. Omit this preliminary. 

15. “In regard to.” “About” is more concise. 

16. “Instant.” Indicate the month, as June, July. 

17. “Kindly.” Means “with kindness, graciously.” 
“Please”’ is a good substitute. 

18. “Our Mr. White.” Prefer “Mr. White, our rep- 
resentative.” 

19. “Our records show.” Don’t talk about records. 
The reader wants information. Say “We find.” 

20. “Please be advised that...” Wholly unnecessary. 
For what other purpose are we writing if it isn’t to tell 
something ? 

21. “Same” (as a pronoun). It is an adjective. It is 
always wrong to use it in expressions like “Same was 
shipped yesterday.” Use the exact words—letter, tele- 
gram, etc, 

22. “State” (for say). Stiff and too formal. 

23. “Thanking you in advance.” Borders on discour- 
tesy because the writer assumes that the reader will do as 
requested and having done so there will be no thanks forth- 
coming. The thing to do is to express appreciation in ad- 
vance and thanks after the favor has been granted. 

24. “The writer will call on you.” Modern usage pre- 
fers “Mr. Brown will call on you,” even though Mr. 
Brown signs the letter after the Company name. It avoids 
being too stiff. 

25. “Trusting this will be satisfactory.” Another over- 
worked expression. Why not say—‘Our action, we be- 
lieve, will meet with your approval” ? 

26. “This is to inform (advise) you.’ Don’t use these 
statements. Go ahead and give your information clearly, 
forcefully and at once. 

27. “Under separate cover.” Not necessary. More 
and more articles are being sent with the original letter. 
It is more specific to say how anything is being sent—by 
mail, parcel post, etc. 

28. “You claim, you say, you state.” Don’t use them. 
They imply doubt. 

29. “We take pleasure, we wish to ask, we would ad- 
vise, ask.” All unnecessary and mere deadwood. They 
indicate that the dictator is going through limbering-up 
exercises and is not yet ready to think. 
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30. “We take this opportunity.” Can you? Why not 
go ahead and talk about the subject which in itself will 
indicate that you are taking advantage of an opportunity 
to write? 

Conclusion 


There may be more phrases you can think of which 
should not be used. Doubtless there are. And it’s true, 
isn’t it, that we have to keep our wits about us when we’re 
writing letters? 

Most important of all to remember is this: DON’T BE 
SELF-CENTERED. Put yourself in the other fellow’s place. 
See his side as well as yours. The greatest rule for suc- 
cess in business as well as in life is to WRITE TO OTHERS 
AS YOU WOULD HAVE OTHERS WRITE TO YOU. 


~or 


What Is the Most Important Retail Credit 
Problem for 1939? 
(Continued from page 23.) 

To View Each Problem With an Open Mind 


Contrary to what seems to be the customary answer to 
your annual question, I am not of the opinion that better 
control of accounts is the answer. 

As a matter of fact, I believe that, for 1939 as well as 
for every year which is to follow, the most important re- 
tail credit problem is to view each problem as it presents 
itself with a greater degree of open-mindedness and with 
less apprehension. 

It appears that those things which we fear most in an- 
ticipation rarely ever materialize. I, personally, am try- 
ing to practice the above which is exceedingly difficult in 
the face of articles which appear from time to time and 
the frequent cautioning of those in the credit fraternity 
to exercise greater care in extending credit. 

I certainly do not want it inferred from the foregoing 
that I am in favor of letting down the bars entirely, yet I 
do believe that all of us engaged in the extension of credit 
would enjoy, to a much greater extent, the confidence of 
our store heads if we were to temper our concern about 
excessive credit losses with a more genuine desire to in- 
crease credit sales—Ira D. Bloom, Assistant Manager, 
Department of Accounts, Stix, Baer & Fuller Co., Saint 
Louis, Mo. ; 


* + « 


Practically all business forecasts point to a sharp up- 
turn in retail sales for the first six months of 1939. The 
major credit problem, as I view it, is to secure as much of 
this added business as possible, without the sacrifice of 
sound credit practice —W. C. Durham, Credit Manager, 
R. E. Kennington Co., Jackson, Miss. 


~or 


The Route of the Convention Special 
Is One of Scenic Beauty 


(Continued from page 13.) 


via the Burlington Route, the Denver & Rio Grande 
Western Railroad and the Western Pacific Railroad. It 
will leave Chicago June 15, reaching San Francisco June 
18. 

The fascinating trip between Salt Lake City and San 
Francisco via the Western Pacific’s Feather River Canyon 
route will be described in a later issue. 
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Louisville Conducts Radio “Pay Promptly” 
Campaign 
(Continued from page 8.) 


ANNOUNCER: Just how will these students secure 
their ideas for these essays? 

Mr. Krart: We suggest that they listen closely to 
these broadcasts each Monday, since we shall discuss a 
different subject relating to consumer credit with some 
prominent credit manager each week. The series has 
been arranged so as to give anyone a comprehensive idea 
of the advantages of good credit. Not more than 300 
words shall be used, written on one side of the paper. 

Each essay must be signed by the student, giving resi- 
dence and school, and countersigned by the teacher. Es- 
says will be judged according to ideas advanced, literary 
merit and neatness, in the order named. Judges will be 
the Radio Committee of the Retail Credit Managers’ 
Association. The date of the last broadcast of this series 
is Monday, November 21, but you have until Saturday 
midnight, Nov. 26, to mail us your paper. 

ANNOUNCER: Mr. Kraft, this type of essay I am sure 
is something new to our students. Can you give them 
some idea as to the construction of such a theme? 

Mr. Krarr: The National Retail Credit Association 
has promised to send us the script of one of the prize 
winning essays produced in one of our western cities. 
We will gladly read this over the air at some future 
broadcast. 

ANNOUNCER: Now as to next Monday’s broadcast. 

Mr. Krarr: Next week it will be our pleasure to 
present in interview ~.-------- , a member of our As- 
sociation for many years and actively engaged ~_------. 
The subject under discussion will be “The Origin of 
Credit.” We bxlieve you will find this discussion ex- 
tremely interesting, in that it traces your credit transac- 
tions of today to the earliest known records. Permit us, 
please, to enter your home again next week at this self- 
same time. So until then— 

Mr. Barp: ‘Treat Your Credit as a Sacred Trust! 

ANNOUNCER: If you have any suggestion, comments 
or questions on any credit problem which you think will 
be of general interest, please address your letter to Retail 
Credit Managers’ Association, 812 Marion E. Taylor 
Building, Louisville, Ky. 

Your Credit Program, a presentation of Station 
WAVE, will be heard at this same time next Monday. 


(Editor’s Note: Mr. Bard has graciously consented to 
answer any questions or letters about this campaign.) 








“Gold” Emblem Stickers ~~~ 
For Your Letters and Statements | MEMBER | 


Printed in royal blue on special 
“gold” gummed paper. Actual size 
is shown by dotted lines. Price, 
$2.00 per thousand, postpaid. 


(Canadian orders shipped direct from 
our Canadian stock.) 
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Try These Revised 


“Inactive” Stickers! 


Use on “blank” statements one month-- 
and you will use them again! 


Of Course— 
We Missed You! 
vv 


And your account is 
waiting for you. 
Come in and use it! 
We Value 


Your Patronage! 


©. a.c.a. 


Just a Blank 


Statement 
vv 


To remind you that 
we miss your pa- 
tronage and to ex- 
tend this invitation: 


Use Your 
Charge account! 


© mu. a.c.a. 


You Don’t Owe 
Us a Cent! 


vv 


Yes! We've noticed 
it and we hope you 
will use your charge 
account this month. 











Your Patronage 
Is Appreciated! 


© 1934, s. a. cia 

















Exact size shown by dotted lines. Printed 
in one color. Price, $2.00 per 1,000 


(Canadian orders shipped direct from our Canadian 
stock.) 


National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 
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Now--The “Code” in a Newspaper Ad, and Inserts! 


Local associations, to familiarize the credit-buying public Reprints of the Code itself (exactly as shown on the in- 

with the new Code of Ethics, should use this newspaper side front cover of this issue) can be furnished for use as 

s ‘ f f ; “§ . enclosures with statements or collection correspondence. 

ad which is furnished in two sizes: 8”x11”, $2.00; and Size, 3%4”x 5”—printed in one color. Price, $2.50 per thou- 

6”x 8”, $1.50. In ordering, specify size mat desired. sand, postpaid. Write for special prices on large quantities, 
gS 


CODE or ETHICS : 


NATIONAL RETAIL CREDIT ASSOCIATION 


1. 





National in Name -- International in Scope 


To encourage the broadest use of consumer 
credit consistent with sound business principles 
and the welfare of the community. 


To protect the interests of credit granters and 
customers alike by obtaining credit reports on 
all applicants for credit, by reporting to the 
credit bureau unsatisfactory credit experiences 
and by declining to sanction unsafe credit risks. 


To educate the public in the proper use of credit, 
as a relation of mutual trust, and to the value of 
establishing and maintaining good credit records. 


To counsel and protect customers against the 
tragedy of going into debt beyond their ability 
to pay; to safeguard their credit standing by re- 
quiring payments according to agreement. 


To cooperate wholeheartedly with other credit 
granters in matters of credit policies and credit. 
terms affecting the business welfare of the com- 
munity and the public good. 


As cooperating members of the National Retail Credit Association, 
we heartily subscribe to its Code of Ethics—reproduced above. 


Guard Your Credit as a Sacred Trust. Pay All Bills 
Promptly When Due—According to Agreement 


Signature of Local Association 


J 
Send Orders to 


NATIONAL RETAIL CREDIT ASSOCIATION 
EXECUTIVE OFFICE. . SAINT LOUIS 
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H that you will pay promptly. 
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Keep Your Credit ‘‘O.K.’’ 


National Credit 
Retail Association 
eh eas BEREREEE 
© 1937 N.R.C.A. 











Treat Your Credit 
As aSacred Trust! | 





Credit is faith—confidence in 
your agreement to pay accord- 


ing to terms, 
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This new series of “Standard” 
collection stickers combines all the 
good points of the old series, 
which members used to the ex- 
tent of a million a year, with 
newness: 

New copy, new layout, 
color in the gummed paper. 

Five in the series, exact size as 
shown by dotted lines (upper half 
of this page). Attractively printed 
in contrasting color on buff-col- 
ored gummed paper. 

Inoffensive—Inexpensive! 


Prices, 1,000 of any one sticker, 
$2.00; 1,000 assorted, $2.50; 500 as- 
sorted, $1.50. When ordering “as- 
sortments” please specify “New 
Standard” Stickers. 


new 





Don’t Break 
the Magic Circle! 
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' 
Credit is the magic circle of | 
business. When you pay your |} 
creditors—they can pay theirs '! 
and so on, around the circle, } 
until it comes back to you! : 
Credit Is Confidence— \ 
Safeguard It! ' 

| 
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| 
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National TREAT YOUR CREDIT Credit 
Retail sacate veuet Association 
SERS aS SERRE 
© 1937 N.R.C.A. 

















Prompt Payment 


—is as necessary to the mer- | 
chant and professional man as 
prompt service is to you! 


You are their paymaster. Pay 
according to agreement and 




















Past Due 


Don’t let this past due account 
mar your credit record. Pay it 
now—and keep your credit rec- 
ord clear! 





Prompt Payments Build Good 

















tors and Justify Their Trust! Protect Your Credit. Credit! 
' ' 
National Credit National TREAT YOUR CREDIT Credit National Credit 
etail Association : Retail sacrep trust | Association : Retail Association 
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Also--The “Gold” Series ee ee 








“Good Credit— 


is worth more than all the 
gold mines in the world,”’ 
said Webster. 


Prompt Payment Builds 


Good Credit—‘W orth 
More Than Gold” 








A Friendly 


' 

' 

Reminder! 

| As this account is overdue, 
| your remittance will be 
| greatly appreciated. 

| Prompt Payment Builds 
Good Credit—“Worth 
1 More Than Gold” 

1 

1 

i] 

' 

! 

' 

' 

! 

' 

! 
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An outstanding series—rich and 
dignified looking: Printed in royal 
blue, on special gold paper. Five 
in series (shown on lower half of 
this page). Actual size, 134” x 2”. 
(Dotted lines are not part of stick- 
ers but are only “size indicators.”) 


PRICE, $3.00 PER THOUSAND 


Order Either Series from Your 
Credit Bureau or—National Retail 
Credit Association, Fourth Floor, 
1218 Olive St., St. Louis. 


P.S. Canadian orders are shipped 
from our Canadian stock. 





| 
' 
| Now—Please? 
| We know how easy it is to 
| forget. Won’t you send it , 
i now—please—while you have ' 
| it in mind? 
| Prompt Payments Build | 
Good Credit—“Worth | 
More Than Gold” ' 
| 
i 
! 
' 
' 
H 
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Keep Your Credit 
As “Good As Gold”! 


Prompt payment of accounts, 
according to terms, will build 
a priceless credit record— 


“Worth More Than Gold” 
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Past Due! 
Prompt payment of this ac- 


count is necessary to protect 
your credit record, 


Safeguard Your Credit— 





It’s “Worth More Than 
Gold”! 
| © 1934 W.RC.A, 
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Sales of This Book Have Already Passed the 2000 Mark! 


Retail f 336 Pages--- 


Credit Sy , Waterproof 


Fundamentals , ! Binding 








Written expressly for the Educational Course of the National Retail 
Credit Association by Dr. Clyde William Phelps, Head of the 
Department of Economics of the University of Chattanooga. 


VERYTHING possible has been done to make this the 
finest textbook for retail credit study—the last word in 
books orf retail credit. The text has been prepared under the 
direction of and in collaboration with your Educational Com- 
mittee and other leading credit executives throughout the 
United States and Canada. 

It represents the best thought of the best credit minds of 
North America. Dr. Phelps has spent several years in gath- 
ering the material which is used as the basis of this book. 

Although primarily published by this Association for use 
in its Educational Course, this is a book which every credit 
executive, everyone interested in retail credit, should own and 

TABLE OF CONTENTS: study. It is just as adaptable for home study and self-im- 


Book I-SECURING NEW BusiI- provement as it is for class work. Read the Table of Con- 
SSS: Credit as a Business Force; . < SO EE, RS oe . 
NESS ing Auplications for Accounts, tents. See how it covers every phase of credit and collection 

Interviewing th Applicant (Informa- aaa yy _ wgeanh mee , - . . 
interview NE a Steging “the Inter. Work. 7'hen order your copy. You'll find it a veritable gold 
view); Interviewing the Applicant ea a 

(Taking the Application; Educating Mine of ideas. 

the Customer) ; Investigating ~ and 

Analyzing the Risk; Accepting and 

Declining Applications. 


Book II—CONTROLLING THE AC- 

COUNT: Authorizing Purchases 

(Making Out the Salescheck; Iden- 

tifying the Customer); Authorizing 

Purchases (Communication Systems; 

Passing on Charge Purchases); Spe- 

cial Problems of Credit Control; 

Credit Sales Promotion (Fundamen- 

tals; Active Accounts); Credit Sales 

Promotion (Reviving Inactive Ac- 

counts). ° 
Book III—COLLECTING: — Funda- Published by 


mentals of Collections; Collection 
Tools and Methods (From _ State- 
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ts Telegrams) ; Collec Ss N l R l C d A 
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Agencies); Rehabilitating the Delin- 
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